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Jam Handy motion pictures take some of the effort out of selling your services to clients—or your products to buyers. . . 
This chair beside the motion picture director's is waiting for you. Sit here and you have everything set for selling your ideas—and for 


putting your ideas to work 

You'll find specialized writers and artists who can team to help you put a new clarity and conviction into your message. Other technicians 
will help you get your story—to the people you want to see and hear it—wherever they may be 

Motion pictures, slidefilms and other communication aids are quickly and economically produced to your order anywhere in the world 
with a Jam Handy project head to see it through for you. Yet, there is only one contact one explanation one accounting. Every 


thing is controlled by you! That's our famous One-Stop Service plan, combining convenience with success. Use this help the next time 


you have something to say that needs to be presented right! 


7 JAM HANDY Oganigélion 


RAINING A TANCE e MOT es 1 RI e SLIT | > « DRAMATIZAT NS e VISUALIZATIONS e PRESENTATIONS 
OFFICES NEW YORK 19 e HOLLYWOOD 28 DETROIT I! ° DAYTON 2 CHICAGO 1 
1775 Broadway 402 WN. Ridgewood PI. 2821 E. Grand Bivd 310 Talbott Bidg 230 WN. Michigan Ave 


lf 


the Free Press is first 
in circulation 
because it really 
fills the bill! 


The Free Press prints and sells more daily 
copies than any other Detroit or Michigan 
newspaper! That’s because the Free Press 
really fills the bill for today’s readers, gives 
them the modern, up-to-date news and fea- 
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tures they like best. The bright and sprightly 
Free Press now is the only Detroit paper 
that’s really growing—and it’s Michigan’s 
most popular daily! That’s why, in Michigan, 


you see the friendly Free Press everywhere! 


Che Detroit Free Press 


FIRST IN CIRCULATION 456,768* 


*Daily circulation, Publisher's Statement 9/30/56, as filed with the Audit Bureau of Circulations 


National Representative: Story, Brooks & Finley Retail Representative: Kent Hanson, New York 


Do Your 
* ¢ d 
Advertising An 
Salesmen Have A 
* + 
Fighting Chance 
. to do an economical sales- 
producing job? Is your advertising 
reaching the men with real buying 
authority? Are your salesmen actively 
selling your products and closing sales 


instead of introducing the company 
and its products? 


Use Franchise- 
Paid Circulation 
Publications 


And Be Sure 


. . Your advertising is directed to the 
men who buy or specify in all worth- 
while plants. Since circulation is 
hand-picked by salesmen of each 
local distributor and each subscription 
is paid for by the distributor, only 
active buyers receive Franchise-Paid 
Circulation publications. These se- 
lected readers are ready to buy; let 
your salesmen sell! 


Published By 
The INDUSTRIAL PUBLISHING Corp. 
812 HURON RD. + CLEVELAND 15, OHIO 
© Flow 
© Occupational Hozards 
© Applied Hydraulics 
Modern Office Procedures 
Industry & Welding 
Welding Illustrated 
Material Handling lilustrated 


Commercial Refrigeration 
& Air Conditioning 


Aeronautical Purchasing 


Precision Metal Molding 


Learn how Franchise-Paid 
Circulation methods help 
make your advertising and 
salesmen more productive 
Write for brochure 
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HIGHLIGHTS 


AUTO COST: UP THIS YEAR 4 TO 7'/2% 


If you have a feeling that your automobile allowance is too 

low, or if your salesmen are pressing you for a higher allowance 
~~ re 

you can check your current rates with just released figures 

showing the cost of operating Chevrolet-Pontiac price range 

sutomobiles today. A new feature of the Runzheimer study: 


(ost of air-conditioned cars 


HOW TO MILK A CHERRY 


You can’t say that!” bellowed the American public relations 
man to his Danish client, Peter Heering. “Americans don’t like 
people who torture birds!” Mr. Heering made wounded sounds. 

You don’t understand But what 
Peter Heering has done has been mainly for the benefit ot 
(Americans and you probably will chuckle and agree that Pete: 


- 


” 


you don’t understand 


Heering knows how to milk a cherry. 


ADVERTISING AS A SALESMAN'S TOOL 


PN Why is it that soap companies, with food products a close 
econd, seem to do the best job of keeping their sales forces 
ilerted and enthused on their advertising programs? Why are 
liquor companies makers of appliances coftee, tea and tobacco 


well down on the scale. but closely bunched 2 


... BUT HE REALLY DOESN'T NEED YOU 


Your distributor salesmen are independent of you. ‘hei: 
future does not lie within your company, lheir over-all earnings 
are little affected by what they do for you. Their interest in 
your product is limited. How, then, can you get more distributo1 


,) 


ilesmen working for you 


I'M NOT A PROFESSIONAL ACTOR 


You know the benefits fo your men and tor your compan 
when your salesmen learn to become good speakers. If you! 
bucked you on conventional speech training, why 
show them how they can improve their audience 


i may he Ip then rn their mediocre talks into hits 
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Circulations Publications 


Publications Association 
SALES MANAGEMENT, with which Is incorporated PROGRESS, Is published the first and third Friday of 
every month, except in May, September and Novernber when a third issue is published on the tenth of 
the month. Affiliated with BIll Brothers Pubtiching Corp, Entered as second class matter May 27, 1942, 
at the Post Office, East ae. Pa.. under the act of March 3, 1879. Publication (printing) offices, 
4 North Crystal St., East Stroudsburg, Pa. Address mail to 386 Fourth Avenue, New York %. N.Y 
SALES MEETINGS, Part I! of Sales Management, is Issued six times a year—in January, March, May, 
July, September and November. Editorial and production offices: 1212 Chestnut Street, Philadelphia 7, Pa., 
WaAlnut 3.1788; Philip Harrison, General Manager: Rober? Latwin, Editor 
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MR. BIG AMONG 65 SURVIVORS 


In the fight for the fast-growing room air-conditioner market, 
the No. 2 to No. 7 in sales ranking are large and long-known 


names: GE, RCA, Philco, Westinghouse, GM ( Frigidaire) Franchise-Paid 


and Chrysler (Airtemp). But the No. 1, among 65 survivors, 

is Fedders-Quigan. How has Salvatore Giordano beaten the Circulation 

giants ¢ 46 Public ti 5 
INDUSTRIAL TIPS ON OFFENSIVE BIDDING Guarantee More 

When you pick up your cards and you are holding a powe fi bi " 

house, aces and faces in every suit and a string of trumps as Pro ta e Resu ts 

long as your arm—the question is not “Can I get the bid?” It y 

is, “How high can I go without taking too serious a chance Because T ey 


of being set? This is a helpful article on how to sell higher Are Read by 
prices—at a profit 78 
Men Who Buy 


@ To Sell Over 


ad @) N T E N T 4 40,000 Buyers 


of Material 

Handling 
Advertising Equipment 
Advertising As a Salesman’s Tool Use 


, , @ To Sell Over 
Distributor Relations 98,000 Addi- 


How to Get More Distributor's Salesmen ‘Working for You" tional Buyers 
A Letter to a Marketing Manager a 


Equipment 
Health Use 


Make Fitness Your First Order of Business 


~Materia) Handling } 


B® To Sell Over 


21,000 Buyers of 
Market Development Plant Safety 


Fedders Sells Rings Around the Giants Equipment 
How a Texas Hatter Changed the Minds of |5,000 Retailers Use 


@ To Sell Over 
Public Relations 23,000 Buyers 


Purchasing Sees Salesmen Within the Hour—or Else! of Hydraulic, 


° ° . P 
Cakes Fall at South Pole, Pillsbury Rises to Occasion es, 


Use 


Public Speaking a 
one ‘ To Sell Over 
I'm Not a Professional Actor, 102,000 Buyers 


Why Should | Be a Good Speaker?" of Office 
Equipment 
Salesmanship Use 


How to Sell Higher Prices—At a Profit @ To Sell Over 


36,000 Buyers 
Salesmen's Auto Cost of Welding 
Auto Costs: Up this Year 4 to 7!/,°/, Equipment, 
Supplies & 
Accessories 


Sales Promotion 
Use 


Why Ortho Gets So Much Mileage Out of Its Sales Promotion Dollars 
@ To Sell Over , 
WELDING 


Sales Training 76,000 Addi- ALUSTRATED | 


How Do You Build 'Want-to" Attitudes In Salesmen pes Buyers 
of Welding 


American Bitumuls Subsidizes Outside Study for Sales Engineers Equipment, 
49 Ideas for Kelmet—and Maybe for You ee 
Use 


@ To Sell Over 
25,000 Buyers 

of Air Conditioning 
& Refrigeration 
Equipment 


DEPARTMENTS AND SERVICES Use 


Advertisers’ Index 131 Readers’ Service 

Corporate Close-Up 12 Sales Gains & Losses 

Editorials 7 Sales Trends (Industrial) Published By 

ree | Shifts = oo oe! 4 The INDUSTRIAL PUBLISHING Corp. 
Human Side 6 ignificant Trends S 

Letters 21 They're in the Sins 612 HURON RD CLEVELAND 15, OHIO 
Marketing Pictograph 31,37 Worth Writing For 
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“METROPOLITANITIS" 
AND/OR 


HOMETOWN, U.S.A. 


Wishful thinking with “rifle shot” cover coverage in our Hometown U.S.A. mar- 

ige won't sell. Buy profits, not milling ket of over 82,500,000 consumers or over 

rates. Buy consumer loyalty best through 20,000,000 households. Weekly news- 

local media. Here’s why and how papers dominate this market with over 
18,500,000 circulation 

(Fact 1) There are 1152 daily news ; 

papers published in markets of over (Fact 3) We must agree with the much 


publicized slogan “All Business is Local.” 
1585 daily newspapers have said it. Over 
500 national advertisers using weeklies 


10,000 population. Here, they are more 
primary effective than any other media 


‘ ao: ] > 

— Posen "at of bn U A fie” an agree and make profits at our “highest 
b milline rates.” So also do over 400,000 

token” circulation going outside this retail merchants who stay in business 

irea must be considered ineffective with weeklies as their only major promo- 

igainst other locally published news tion tool. They buy profits, not milline 

paper's market rates 

(Fact 2) Only 433 smaller dailic ire Call a W. N. R. representative for a 

published in towns under 10,000 detailed plan to fit your market needs 

total combined circulation 1,839,000 or plus information about 1 order, 1 bill, 

verage 4250 each. That also, is token 1 check service plan 


(f )\) WEEKLY NEWSPAPER REPRESENTATIVES Ine. 
_\ ] 404 Fifth Ave., New York 18, N.Y. Phone: Bryant 9-7300 


Serving Advertisers and Agencies of America's Weekly Newspapers 


Branch Offices: Atlanta, Chicago, Detroit, Los Angeles. 


$160,000,000 


Gross Cash 


om 


Farm Income 


PROM THIS RICH NINE-COUNTY MARKET OF THE 
LAFAYETTE JOURNAL and COURIER 


High farm income plus a wide diversification of industry produces a high 
level of employment and spending in the Lafayette market. To cover 
the Lafayette market you must use the Lafayette Journal and Courier. 
It. 100% City Zone circulation plus 65% coverage in the nine-county 
Retail Trading Zone assures you of readership not available through any 
other newspaper or advertising medium. 


LAFAYETTE 


WEST LAFAYETTE / "7° JOURNAL "XC OURIER 


INDIANA Member of Federated Publications 


Indiana's Best : sae REPRESENTED NATIONALLY BY 
Balanced Market SAW VER -FERGUSON-WALKER COMPANY 


okt Managemen 


EXECUTIVE OFFICES, 386 Fourth Avenues 
New York 16, N. Y. LExington 2-1760 


EDITORIAL 


EDITOR and PUBLISHER 
Philip Salisbury 


EXECUTIVE EDITOR 
A. R. Hahn 


MANAGING EDITOR 
John H, Caldwell 


FEATURE EDITOR 
Lawrence M. Hughes 


ASSOC. MANAGING EDITOR 
Robert C, Nicholson 


Senior Associate Editor, Alice B. Ecke 


Associate Editors, Harry Woodward and 
Grant Jeffery 


Chicago Editor, David J. Atchison 
Copy Editor, Amy Lee 

Art Director, Rich Life 

Cover Artist, Ralph Castenir 


DIRECTOR OF RESEARCH 
Dr. Jay Gould 


Asst. Director of Research, Alfred Hong 
Consulting Economist, Peter 8. B. Andrews 


PRODUCTION MANAGER 
Samuel Schwartz 


Asst. Production Managers, 
Aileen Weisburgh and Virginia New 


READERS’ SERVICE BUREAU 
H. M. Howard 


Editorial Assistants, Ingrid Larson and 
Ann DiLello 


SUBSCRIPTIONS 
DIRECTOR 
R. E. Smallwood 
Assistant Director, Edward S. Hoffman 
Subscription Manager, C. V, Kohli 


U. S. and Canada: $10 a year 
Foreign: $15 


ADVERTISING SALES 
For Offices and Personne! 
See Advertisers’ Index 
(two pages preceding back cover) 


OFFICERS 
President, Raymond Bill 


Exec. Vice-President, John W. Hartman 
Treasurer, Ralph L. Wilson 


Senior Vice-Presidents, C. E. Lovejoy, Jr. 
W. E. Dunsby, R. E. Smallwood and Wm. 
McClenaghan 


Bill Brothers Publications in MARKETING 
(in addition to Sales Management): Sales 
Meetings, Tide, remium 
zy Practice. INDUSTRIAL: Rub- 
\-_ 4 ber World, Plastics Technol- 
7 ogy. MERCHANDISING: Fast 
Food, Floor Covering Profits, 
Grocer-Graphic, Tires and Yankee Grocer. 
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The Milwaukee Journal 


1957 Consumer Analysis 


FOOD PRODUCTS 
All-purpose shortening, baby foods, bacon 
baked beans, bread, butter, candy, catsup 
chili con carne, canned beef stew, branded 
Chinese foods, coffee, cookies, cooking or 
salad oil, canned corn, cottage cheese 
corned beef hash, soda crackers, cranber 
ries (sauce), dessert powders, dog food 
flour, frozen foods, frozen orange juice 
canned fruit juice, hams, jams, jellies and 
preserves, ice cream, liver sausage, lunch 
eon meats, margarine, milk (fresh, pow 
dered or dry), canned peas, pineapple, pre 
pared frosting mix, potato salad, potato 
chips, tea bags, tea balls, salad dressing 
dry soup mixes, tuna fish, wieners, peaches 


sugar, refrigerated ready-to-bake biscuits 


SOAPS, ALLIED PRODUCTS 
Powdered bleach, bleaching fluid, deo 
dorizers, disinfectants, laundry starch 
scouring cleansers, toilet soap, soaps and 
cleaning agents for dishes, fine fabrics 
hardwood floors, household laundry, lino 
leum or tile floors, painted walls and wood 
work: toilet bowl! cleaners; floor wax 
couring pads; household ammonia; shoe 


polish: fabric softener 


DRUGS, TOILETRIES 
After-shave lotion, anti-acids, deodorant 
facial cream, facial tissues, hair spray, hair 
tonic or dressing, hand cream, hand lotion 
toilet soap, headache remedies, lipstick 


nail polish, home permanent waves, safet 


Here the up-to date picture of cor 
sumer buying habits in a metropolitan 


market of 327,000 households and 


over a million population. It’s the 
{4th annual report of America’s orig 
inal Consumer Ana telling what 


when and where Milwaukee peopl 


buy: their brand preference and prod 
uct usage ownership of cat ay 
phance home ind the buving 
plar his informat " heres 
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Buying Habits and Brand Preference in 1957 


National Representatives 


NEW YORK CHICAGO DETROIT 


razors and blades shampoo electric shay 
ers, shaving cream, tooth paste, toilet 
articles purchased in grocery stores, liquid 


facial make-up 


BEVERAGES 
Gin, grape brandy, rum, scotch, vermouth 
vodka, whiskey, wine, beer, soft drinks 


where purchased 


HOMES, APPLIANCES 
Clothes dryers, cooking ranges, dishwash 
ers, garbage disposers, home improvements 
owners and renters of homes, power lawn 
mowers, planning to build or buy, roon 
and outside painting, refrigerators, tele 
vision sets, washing machines, carpets and 
rugs. Light bulbs, mattresses, sheets, lawns 
lawn seed, lawn fertilizer, weed killer, air 
conditioners, dehumidifiers, incinerators 
electric frying pan, water heater, type 


cooking utensil 


ince January 1, 1957, again show 
the con petitive positions of brand 
n many lines, shifts in preference for 
brands and types of stores, dealer di 
tribution by brands and comparison 
with past years. Write for a copy and 


et the close-up details on local mar 
keting and buying factor which 
fluence our ile nthe big Milwa 
kee market 


THE MILWAUKEE JOURNAL 


O'Mara & Ormsbees ‘ 


LOS ANGELES SAN FRANCISCO 


AUTOMOTIVE 
Antifreeze, make and model car owns 
gasoline, motor oil, tires, ownership at 
make and model of second car in fam 


; 


planning to buy, where car is service¢ 


GENERAL 
Cellulose sponges, cigarets, cigars ‘ 
position of families, girdles, brassiere 
men's suits, shoes, pipes and pipe tobac« 
paper towels, aluminum foil, paper nay 
kins, toilet tissue, wax paper, family 
come, employment, life insurance, out 
board motors, installment buying, saving 


fountain pens, vacations, evening shopping 


In Philadelphia, buying begins at home 


The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


In the Ltecounty Greater Philadelphia market. people 
} peo] 
pena S125? 000.000) for 


Reach these pre 


The Bulletin exerts a powerful influence on the buying 
cars and accessories each year habits of its readers. Philadelphians like The Bulletin. 


perous people in their homes where the They buy it, read it. trust it and respond to the adver- 
decisions to buy are made, 


Philadelphia bhevnyye 
Bulletin Now 


Use the advertising columns of tising in it. The Bulletin is Philadelphia’s home newspaper. 
hewspaper he | yening and Sunday Advertising Offices: lhhilacdelphia, soth 


ind Market Streets « New York, 
vou can get the added impact of R.O.P. 12 Madison Avenue ¢ Chicago, 520 N, Michigan Avenue 
. : Representatives: Sawyer Ferguson Walker Company in Detroit « Atlanta 
spot and full ¢ OLOR — seven days a week 


Los Angele * San Fra 


* Seattle 


In Philadelphia nearly everybody reads The Bulletin 
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EDITORIALS 


Won't We Run Dry?" 


If you are the chief executive officer of your company, or if you are 
the top man in sales, no doubt you have wondered if the institutional 
advertising that you do, or the institutional advertising now pub 
lished by hundreds of firms, really pays. We have a hunch that many 
of your board members have asked you about your institutional ad 
vertising, either in a friendly way, or in perhaps a not so subtle 
critical fashion. 


Each of you will have to gather your own evidence on your own 
program. But we would like to call to your attention a new booklet 
that should be helpful to you when you make your own appraisal 
It is “Five Year Report on an Unusual Advertising Campaign.” The 
report is on the institutional advertising ( ampaign of Rockwell Manu 
facturing Co., which features an editorial-type report from W. Ff 
Rockwell Jr President. 


Rockwell's advertising agency, Marsteller, Rickard, Gebhardt and 
Reed, Inc., points out that “As a company grows and diversifies 
ind extends its selling eftorts into more and more markets, so grows 
its need for projecting across all markets the strongest possible im 
pression of the company as a whole. That is why interest in corporate 
idvertising has never been greater than it is today 

No so long ago when Mr. Rockwell was introduced to former 
(jovernor Dewey of New York for the first time, Mr. Dewey re 
plied, on being introduced, “I already know you—I read your articles 
regularly.” In these days of big business and big government, what 
orporation executive can afford to be unaware of the value of 
recognition by important politicians? 


Several years ago, Rockwell was looking for an experienced export 
marketing specialist to head its newly formed International Depart 
ment. One candidate—then working in London—seemed particularly 
fitted for the position and was engaged. ‘This man’s entire impression 
of the company, and his desire to be associated with Rockwell were 
based on what he had read in the Rockwell institutional ads 


Ro« kwell Manufae turing 1s not listed on any stock exchange that 
is a company preference. But one of the objectives of Rockwell’s in 
stitutional advertising has been to make itself well known to pro 
fessional investment and financial men. The company reports that 
it now has more shareholders than 75% of the companies listed on 
the “big board’’—the New York Stock Exchange. Rockwell appears 
to have created a favorable picture of its corporate character by 
humanizing management of the company and by presenting problems 
and solutions in terms of everyday experiences with which readers 


an identify themselves, and do it without bombast and bragging 


Macy's Does Tell Gimbel's 


The first million names of the fully paid Woman's Home Com 
panion subscribers have been checked against the subscription lists 
of the Ladies’ Home Journal and McCall’s—the two magazines 
which will fulfill the Companion subs riptions still due when Crowell 
Collier's magazines folded last December. 


Of the million names checked, 55,242 had been subscribing to all 
three magazines. An additional 101,012 had been subscribing to 
Ladies’ Home Journal but not McCall’s and 102,388 had been sub 
scribing to McCall's but not the Journal. 
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1957 
Edition of 


T.R. 


carries the 


descriptive 
advertising of 


11,859 
ADVERTISERS 


211 more 
than used T. R. 
previous edition. 


This continuing 


GROWTH 
TREND 
TO T. R. 


is a result of 
its power to 
produce 
traceable 
sales. 


You, too, can 
reach the top 
60% of the U. S. 
Industrial 
Purchasing 
Power thru the exclusive 


T. R. 100% BUYERSHIP 


volume purchasing clientele 


Contact your Thomas Register 
representative, now. 


THOMAS REGISTER 


461 EIGHTH AVENUE 
NEW YORK 1, N. Y. 


Representatives in all principal areas 


Get more than Y,! 


(of lowa’s Food Sales Potential) 


an 


WHO gives you lowa’s 
Metropolitan Areas ('/,, of Food Sales) 
eee PLUS THE REMAINDER OF IOWA! 


lowa’s six Metropolitan Areas, all 
combined, do 37.5% of the State’s REMAINDER 
Food Sales. The rest of lowa accounts OF IOWA 


Sioux City -- 44% 
H ° 
for a whopping 62.5%! aa = 62.5%! 
You can buy a number of Lowa radio stations and a aanattens | 
Tri-Cities — 10.8% 
get good coverage of individual Metropolitan Areas 

‘ j Cedar Ropids — 3.7% 
but WHO gives you high coverage of ALL Metro eittns an 65% 


politan Areas, plus practically all the REMAINDER -—--- 
of lowa, too! 1OWA FOOD SALES 
FREE MERCHANDISING! 1956 Consumer Market Figures 


WHO Radio maintains one of the nation’s most com 


| 
prehensive and successful FREE merchandising services | 


in 350 high-volume grocery stores for FOOD adver 


tisers who buy $300 gross time per week; in 250 high 


volume drug stores for DRUG advertisers who buy for lowa PLUS! 


$250 per week. (A $200 Food plan is also available.) Des Moines . . . 50,000 Watts 


/ _p ' ' é 
Ask us —or PGW for all the facts! Col. B. J. Palmer, President 


) y. > »cs > ¢ > 
WHO Redio is part of P. A. Loyet, Resident Manager 
Central Broadcasting Company (oc, Robert H. Harter, Sales Manager 
which also owns and operates 7 
WHO-TV, Des Moines aw x Peters, Griffin, Woodward, Inc., 
WOC-TV, Davenpor National Representatives 


8 SALES MANAGEMENT 


Thus out of this first million, there were 741,358 Woman's Home ? 
Companion subscribers who were not taking either Journal or 
McCall's and who are to be divided between the two, every alternate oe 
name going to each magazine. 


This all adds up to an unduplicated circulation of 74.2%. — oe? —— ne. 


What interests us as much about this announcement as the news 


itself—which has great significance to advertisers who naturally z IInd INT'L 


wonder about duplicate circulations—is the fact that the news was 


released jointly by two vigorous competitors. When the history of DISTRIBUTION ' 


this era is written, we believe that vigorous competition among friends 


to serve the common need of consumers will be among the highlights CONGRESS 


National Sales Executive, Inc 


Los Angeles 


P. A.'s View of Your Salesmen Today 

| | June 4-7 

Purchasing magazine has asked purchasing agents if some of the 

advances in the techniques of purchasing have been matched by 

significant improvement in the quality of salesmen and the quality 
of sales presentations being made today in industrial selling. 


You would expect purchasing agents to report that selling efforts 


aimed at them in the past couple of years have been intensified. 
Eighty-eight percent of purchasing agents say they have and only 
12% say they have not. 


, F on United. Fast, comfortable 

You know yourself that both you and your competitors now have 
more salesmen on the road. So 81% of purchasing agents report an 
increase in the number of salesmen calling. You also know that you 


and your competitors are buying more sales literature and publication 


Arrive relaxed and ready. 
United links 80 cities coast 


to coast, offers schedules 


' space. So 92% of purchasing agents report that they are now re around the clock and fares that 
ceiving more literature. include economical half-fare 
family plan. For information 
Your sales training programs seem to be paying off, in at least and reservations, call United o1 
one area. Seventy-seven percent of the purchasing agents report that an authorized travel agent. 


there is a trend toward better-informed, more technically trained 


salesmen. Furthermore, 87% of the purchasing agents report that 
industrial salesmen who call on them are now providing more tech 
nical assistance. 


Your salesmen appear to have demonstrated a healthy knowledge 


, ’ from Los Angeles ane e 
of and respect for their customers’ cost reduction programs, because r | ind jomn other 


69% of the purchasing agents report salesmen do understand value N.S. E. members on a custom 

analysis and purchasing research planned post-congress tour to 
Hawaii. Fun for all—costs less 

But there appears to be a significant difference between a sales- than you think. Just mail the 
man’s knowledge of his customer’s cost reduction program and _ his coupon below for complete detail 


own ability to make an intelligent, profitable contribution to it. For 
example, only 52% of the purchasing agents report that supplier 
salesmen are making intelligent contributions, while a resounding 
48% report they are not. 


It is obvious that sales executives never can stop training and re 
training their salesmen on the purchasing-selling relationship. Pur 
chasing agents still report that the area in which modern salesmen are 
most deficient is lack of technical knowledge—both of their own 


products and of customers’ requirements. 


if POST-CONVENTION TOURS 
F need ~ Att. M. M. Mathews 
relation to supplier salesmen is their inability | UNITED AIR LINES 

36 S$. Wabash, Chicago 3, Ili 


Please send me complete Hawaiian tour 


Pure hasing agents, at the same time, believe that their own number 


one shortcoming i 


to give the salesmen enough time. ‘They also believe their own second 


biggest fault is failure to provide the salesman with more information » information 
hi Nome ; 
Almost as many say that purchasing s failure to provide more J Aitidren 
nformation to the salesmen is a block to greater productiveness in City PeEA Siete 
interviews. A large number also feel that purchasing agents could % WSELAX 
show more initiative in bringing up salesmen’s ideas and suggestions. « z “2 a oe 
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= great years behind us... | 


ADVERTISING PAGES...1952-1956 


r - —EE 


26,000,000 GROSS DOLLAR VOLUME. 


20,000,000 


16,000,000 


10,000,000 


Source: 


10,600,000 CIRCULATION...1952-1956 
= — = — 


10,000,000 


8.600,000 


Source: 


The American Weekly—moving up steadily since 1952 
now hits a new and faster stride in progress... 


Ten great newspapers (underscored) joined our distinguished distributor family since the beginning of 1952 
ALBANY TIMES-\ f BALTIMORE AMERICAN « BOSTON ADVERTISER © BUFFALO COURIER-EXPRESS ¢ CHICAGO AMERICAN e¢ CINCINNATI ENQUIRER © CLEVELAND PLAIN DEALER 
COLUMBIA, S. ( e CORPUS CHRIST ALLER TIMES ¢ DALLAS TIMES HERALD « (DENVER) ROCKY MOUNTAIN NEWS ¢ DETROIT TIMES # HOUSTON CHRONICLE ¢ HUNTINGTON, 


W. VA. HERALD-ADVERTISER © KNOXVILLE JOURNAL © LOS ANGELES EXAMINER » MIAMI HERALD ¢ MILWAUKEE SENTINEL * NEW ORLEANS ITEM e NEW YORK JOURNAL-AMERICAN 
PHILADELPHIA BULLETIN e PITTSBURGH SUN-TELEGRAPH e PORTLAND OREGONIAN e. ST. LOUIS GLOBE-DEMOCRAT e¢ ST. PAUL PIONEER PRESS e¢ SAN ANTONIO LIGHT 
AN FRANCISCO EXAMINER @ EATTLE POST-INTELLIGENCER © SYRACUSE HERALO-AMERICAN © TAMPA TRIBUNE ¢ WASHINGTON POST & TIMES-HERALD © WICHITA BEACON 
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NT 


still greater years ahead! 


THE 
AMERICAN 
WEEKLY 


UP 


fivet 2 months, Media Records, inc Third month, Publisher 
Estimates — Parade, This Week, The American Weekly 


N MAY of 1952, The American Weekly underwent a among the three big Sunday magazines in advertising 
] complete overhaul...changing editorial attitude and linage gained 

expression, switching from letterpress printing to bril 
liant Dultgen rotogravure. Since then, The American 
Weekly has been on the upbeat in every department 
with readers, publishers, advertisers. 


The record reflects a sweeping advertiser trend to Sun 
day magazines in general...the one field combining 
deep penetration of key markets, productive magazine 
atmosphere, audience stability, faithful color reproduc 


We have just closed our books on the biggest revenue tion—all at low cost. It demonstrates the growing 
bearing first quarter in our entire history. And for advertiser conviction that The American Weekly, by 
the first three months of 1957, compared to the itself or in combination with others, is the basic 
corresponding period of last year...we set the pace media buy 


he 
Te § MERICAN WEE KLY 


63 VESEY STREET, NEW YORK 7, N. 


ATLANTA © BOSTON «© CHICAGO + CLEVELAND © DETROIT «© LOS ANGELES «© SAN FRANCISCO 
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CORPORATE CLOSE-UP 


this 
authoritative 
FREE BOOK : 
will tell you if | [= j = aon . 
DIRECT || = 
SELLING 


is for you: 


Salesman 


he ° 
I wouldn't be surprised if by 1965 TV Guide is bigger by tai 


than any of our other operations.’ 50 says Walter H. Annenberg, 


‘ , . . ‘ 
Direct cg eage Pee eng og <n a 19 veal old president, lriangle Public ations. Inc., on the fourth 
uest t ‘ 1 . | ‘ . 

eee SS Gk POE, Sr, Cae. ee birthday (April) of his pride and joy. 


Should your company venture into the 


ager. And, if you're interested in a direct, 
nonest, cards.on-the-table answer, it will If 
pay you to read ‘‘The Truth About Modern 
Direct Selling’’ today's most authoritative 


enthusiasm were kilowatts, Annenberg would be a mobile 
powerhouse, He talks about 7'V Guide as a father extols his genius 
tent on modern Direst Gelling, Here's the son. This pocket-size magazine which defies all the rules of publishing 
book that answers all your questions (was in the black in six months and now is about third in magazine 
sbout this big, versatile $9 billion Direct irculation in just four years), gives him his greatest kick. 


Selling field You'll discover the real “y Rial : co = se ated 
reasons why" behind Direct Selling never had so much satistaction with any usiness with which 


nastheds, wecle cette, welume te be on I've been associated,” he says of his bouncing baby which now tips 
pected, rate of profit, how successfully the scales at 5.6 million circulation—over 4 million on newsstands and 
Direct Selling accomplishes your objec at supermarket outlets. 
tives 
Annenberg’s 1957 forecast is that advertising gross should be 100% 
over 1956's $3.75 million—itself an 84.5% gain over 1955. By 1965 
penn oie Mata acetate prea r gape he expects TV) Guide's profits to far exceed any of Triangle’s othe 
etterhead. Write today to: SPECIALTY ; _ ee 
SALESMAN, The Magazine of Modern properties: The Philadelphia Inquirer, Seventeen, radio and TV 
Direct Selling, 812-E, 307 N. Michigan stations in’ Philadelphia (WFIL-TV, AM-FM), Binghamton 
Ave., Chicago 1, II! WNBF-TV, AM-FM), Altoona, Pa. (WFBG-TV, AM), New 
Haven, Conn. (WNHC-TV, AM-FM), two racing papers, The 
New York Morning Telegraph and The Daily Racing Form, plus 
50% interest in WHGB, Harrisburg, Pa. Awaiting final FCC 
ipproval is purchase of WLBR-TV, Lebanon, Pa. 


This amazing tell-.all book is yours FREE 


It is hard to say whether television viewing interested Annenberg 
n picking up TV) Guide in 1953 and converting this local into a 
national publication or whether 7V’ Guide converted Annenberg into 
in inveterate ] V viewer. Sufhce it to Say, he has seven ‘T V receivers, 
two of them are the latest—in color, and the set in my bedroom has 
emote controls at my bed.” Triangle expansion is destined to follow 
the electronics curve. “Operating a large city newspaper requires so 
much direction, I seriously question whether I could become interested 
n a second major newspaper,” he reveals. 


In his role as editor of T/ Guide, Annenberg would be content it 
idvertisers retained just two different views of the publication. 


!. Regional. Buyers ot local program ads in TV Guide's 44 
egional editions naturally weigh the pocket weekly as an alternative 
or adjunet to the broadcast columns of each area’s newspapers. Con 

tently it has been type-cast in local roles by most advertisers. 


National. TV) Guide's March circulation report of 5.6 million 
Ss must affect Annenberg in the same way that a beckon from the 


Intl i mee eee Broadway stage hits a movie actor stymied in a one-role rut. Can the 
nthe independent Northeastern 

! outlook of buyers of regional space be broadened to focus also on the 
Wisconsin Market goods and Lohans 


top circulation of the 32-page national section in which 


services move to 200,000 people regional programming pages are sandwiched? If so, can buyers be 
through a single medium reaching nduced to take the further Step of rating a Guid among the mass 


over 399,000 homes every day! rculation magazines with which America relaxes? 


Full color available Annenberg's infant giant has a staff of 591, including 159 i: 
GREEN BAY editorial work. It has offices in 28 cities with editorial and production 
: ; 
> sca G OT TL people. It prints in 21 cities to produce 44 editions of each issue. Its 
I RESS- tAZET I K 3?-page national section is printed in Philadelphia afd shipped t 
‘ SIN 
oneene BAY, WISCOM printing plants across the country to be bound around low al program 


Phil A. MeClosky, Manager, General Advertising ' t 
listings 
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Where in the world is your wife this morning? 


Ir she is like the millions of women who will buy 
and read the April Ladies’ Home Journal, you might 
be surprised to find her with Dorothy Thompson in 
Iran...in Long Beach, California with a ““‘How Amer- 
ica Lives” family...trying on a flowered hat with 
fashion editor, Wilhela Cushman...in Fort Worth, 
Texas with a gaggle of multi-multi-millionaires. . 
mentally sampling some recipes from China...or in 
Samoa with Margaret Mead. 


The Journal knows that women have a world of 


Women have a world of their own... 
and a magazine of their own... 


Pub. Est 


APRIL 


Because Journal 
editors conscientiously bring the whole world te 
women, more women buy and read the Journal than 
any other magazine on earth. In March, circulation 
reached an all-time high—over 5,600,000. * 


their own—a wide, wonderful world 


And because advertisers recognize that you need 
the Journal to sell a woman’s world, they invest more 
money in the Journal than in any other women’s 
magazine. In March—and also in April 
vertising revenue topped $3,000,000 


Journal ad- 


... the world’s largest 
women’s magazine 


YOU CANT PUT A NEWSPAPER 
TOGETHER LIKE A SALAD! 


It takes planning a devotion to 
journalism’ s great traditions—an 
eve for the needs of today lo pro- 


duce a distinguished neu spaper. 


Mix ‘em up and make it do” won’t work 
when make-up time comes at The Inquirer. 
very page is planned with attractive- 
ness uforethought. Every effort is made to research organizations—readership that 
provide a well-balanced presentation of includes the advertising as well as 
the news and an inviting appearance, so editorial content 
that readers are led skillfully from dint Such readership, plus the devoted loyalty 
oD PORS, SOREN SP ROEEIEM, SET SP Oe) of its readers, accounts for The Inquirer's 
Perhaps this accounts for the extremely unquestioned leadership: more advertis- 
high readership enjoyed by The Inquirer, ers place more linage in The Inquirer 
is proved in recent studies by impartial than in any other Philadelphia newspaper. 


The Philadelphia Prquirer 


Now in its 24th consecutive year of total advertising leadership 


Exclusive Advertising Representatives West Coast Representatives: 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 

Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS « FIRST 3 MARKETS GROUP 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by the Editors 


ANOTHER BOOM IS COMING. It can’t be pin- 
pointed exactly, but we’ll hazard a guesstimate and 
say that it should start to be tangibly evident in the 
fall of 1960. It will crescendo from that year on 
through the ensuing decade, perhaps even beyond. 


It will be a different kind of boom than the one we 
have fattened on for the past 10 or 15 years. This 
new boom will be based on the “coming-of-age” of 
our giant war and post-war baby crop. Between 
1960 and 1970 almost 33 million persons will cele- 
brate their 18th birthday and step into the market 
as independent consumers and wage-earners. Then, 
at a rate of about 1.6 million couples a year they'll 
get married and create family units—buying and 
spending and wanting as only young families can. 


What does this mean to you? It means that oppor- 
tunity will knock for a second time within a genera- 
tion. You'll get a second chance to capitalize on 
that most pleasant phase of the economic cycle— 
the boom. 


Think back to 1946! Were you in the majority that 
felt that we were headed for a sharp post-war reces- 
sion? And, if you were then in an executive sales 
position, did you play your marketing cards cau- 
tiously—perhaps unwisely—preparing yourself and 
your company for the serious dip that never came? 
Well, unless our crystal ball’s cracked, you'll get 
another chance to play the same hand. Will you 
play it differently this time? 


Our present boom—or rather what's left of it—is 
the result of four major factors: (1) Heavy govern- 
ment spending for military needs during World 
War II, followed by (2) a pent-up demand for con- 
sumer goods created by war-time shortages, then 
(3) the Korean War and more defense spending, 
plus (4) technological advances that have brought 
us TV and helicopters, frozen foods and mass hous- 
ing . . . and which at the same time have made 
obsolete the war-worn production facilities of our 
factories. 
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So, here we are in 1957. Practically all shortages 
have disappeared and along with them the seller's 
markets. There is no hot war, and defense spending 
is tending to stabilize at a high level. Almost every 
family has several times the number of electrical 
appliances it had pre-war. It has several times the 
instalment and mortgage debt of those years. The 
group of youngsters “coming-of-age” right now 
represents the relatively small baby crop of the 
depression-ridden 1930s. It still will be a few years 
before the war babies start raising families. 


We’ve reached a plateau. A high plateau. And here 
we may stay for a year or two or three. There are no 
real signs of a recession. We are resting at the top 
of the boom. Actually, we are rising gradually, but 
the rise is hardly noticeable after our experience 
on the express elevator of the past ten years. We 
need a new stimulant and it is on its way——those 
33 million young consumers who are now between 
the ages of six and 15. They are not imaginary; 
they are not the figment of some economist’s wishful 
thinking. They are here. They've been here for quite 
some time. In fact, they’ve been counted and re- 
counted, like a rich man counts his gold. The anal- 
ogy is not bad. These kids represent the treasure of 
our nation. They will make the next boom-—start- 
ing, as we said, some time in 1960. 


Meanwhile, we've got to learn to walk again. We've 
been chasing our bounding economy for more than 
a decade and it has become second nature to think 
of it as a tireless mechanical rabbit coursing round 
the economic track. Well, we've caught the hare. 
We really never thought we would, and it is only 
natural for us to be a little puzzled as to what we 
should do now. 


The rest of 1957, as we see it, will continue along 
pretty much as it has so far. That is, business will 
be good, but not spectacular. The following two 
years, 1958 and 1959, will have dips and rises and 
adjustments in certain industries. There may even 
be a little general contraction in our Gross Na 
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Significant Trends (continued) 


tional Product. We may have a little inflation. Short- 
sighted sales executives may be tempted to panic. If 
they do, their more level-headed competitors will 


gain an edge 


The next three years should be years of preparation. 
Prepare yourself, your company, your product line, 
your distribution set-up for a new, long-term boom. 
Do the things you probably wish you had done in 
1946. This extends to your personal life, too, Con- 
sider investing in stocks that are tied to population 
growth—utilities, foods, drugs, home furnishings. 


We wouldn't conform to the tradition of all fore- 
casters if we didn’t qualify our prognostications. 
So, we will. The boom in the 60’s is not a sure 
thing. There are the usual number of “ifs” attached 
to this prediction, Nevertheless, we feel that it’s so 
close to being a sure thing that we are counting it 
as a fact in making our own business plans. We are 
betting our own money on the new boom. We are 
planning and looking forward to the “prosperous 
sixties.” We would suggest that you do the same. 


DO YOU USE FEDERAL STATISTICS? If yours 
is one of the thousands of corporations that makes 
use of government figures, you'll be interested in a 
new non-profit, non-governmental organization that 
has teen founded to help you. The name: Federal 
Statistics Users’ Conference. Its objectives: 


(1) To provide a research, educational and service 
organization participated in by all non-govern- 


mental users of Federal statistics. 


(2) To provide an impartial entity for serving the 
joint interests of farm, business, labor, and the 
non-profit and professional organizations in Federal 
statistics, including appraisal of non-governmental 
users’ requirements and assessment of the degree 
to which existing and proposed programs meet such 
requirements, (Bold face ours—EDS.) 


(3) To coordinate efforts of Federal statistics users 
in developing statistical programs of optimum use- 
fulness at minimum expense. 
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In other words, the Conference will help you find 
the government figures you want and it will advise 
the government on what new statistics seem needed 
and what existing statistical studies seem to have 
little use. 


The conference will accept but will not solicit con- 
tributions from members. Annual dues are $100. 
To join, send your check to FSUC, 1420 New York 
Ave., N.W., Washington 5, D. C. 


BEHIND THE SALES TRENDS 


The U. S. toy market is serviced by more than 2,000 
manufacturers who last year sold $1.3 billion worth 
of toys. Interestingly, while toy sales are less sea- 
sonal than they used to be, still six out of ten sales 
are made during the two months of November and 
December. 


Higher newsstand prices for magazines and news- 
papers are coming. “True Story” has gone from 20 
to 25 cents. “Time” is boosting its price to a quarter 
and both “Newsweek” and “Life” are expected to 
do likewise. Several New York dailies recently 
raised their copy price to a dime. With continually 
rising costs plaguing all print media, every nickel 
counts. 


The 2,000,000th tourist passenger crossed the At- 
lantic by air early last month. The actual identity of 
this person could not be determined. But, according 
to the International Air Transport Association, the 
odds are three to one it was a man and the chances 
are 67 out of 100 that he had never flown before. 


Television is now found in nearly four out of five 
homes, The figure has risen from 26.6 million in 
1953 to 39.3 million today, reports A. C. Nielsen 
Co. In that same time the number of TV stations 
has grown by 156. Current total: 449. It takes 115 
stations to cover 90% of TV homes. 


TV stations in the U. S. that are now able to broad- 
cast in color stood at 257 as of January 1, accord- 
ing to a count by NBC. 
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Don Lee’s Do-it-yourself Hints 


GA =< © 
TMU With a mop and a broom? Certainly not... 


DON LEE but the 45-station Don Lee Network —the only 


radio network specifically designed for the job 
RADIO | 
will give you a clean sweep of the entire Pacific 
as ee Coast. No matter what other media you use, Don 
ywood 2 Califlorma d x 
Lee (and only Don Lee) will give you the broad SAN FRANCISCO 
a 


000 Van Ness Avenve 


an Francisco 9, Calitornio base you need for complete coverage of the Pacific 


Coast market lean up in the 
DON LEE IS PACIFIC COAST RADIO $ (90): 


twork k 
ations, KHJ and KFR¢ 


Represented nationally by H-R Representatives, Inc om t 
99200 od 
2600000) 


The importance of HOW MANY 


In the period 1950-56 “‘U.S.News & Wor_p Report” 
more than doubled its circulation, scoring the big- 


gest gains among news and management magazines, 
both numerically and percentage-wise. "'U.S.NEwS & 
Wor_p Report” circulation is now past the 900,000 
net paid mark —and is still growing 


More and more people—important people—are 
telling their friends and associates 


about the magazine they like 
they need—they use 900,000 


1990 1951 1952 195 1954 1955 1956 Jan. '57 
pource : Figures through 1955 are publisher's statements filed 
with the Audit Bureau of Circulations. 1956 figure filed with the 
ABC, subject to audit. Jan. 1957 figure, publisher's estimate 


An essential magazine 


Advertising offices at 45 Rockefeller Plaza, New York 20 
N. Y. Other offices in Boston, Philadelphia, Cleveland 
Detroit, Chicago, St. Louis, Los Angeles, San Francisco, and 
Washington, D. ( 


Amertcas Class News Magazine 


. essential to more and more 


readers... essential to more and more advertisers 


IMPOR 


The importance of WHO 


Three out of four “U.S.News & Worip REporT’’ 
subscribers are high-income managerial men in busi- 
ness, industry, government and the professions. They 
comprise a big and important segment of the volume 
market for all quality goods and services—for busi- 
ness and for personal use. 


LAI T GAIN IN MANAGERIAL COVERAG 
News and Management Weeklies 1950-57 


363,676 


271,800 


“USN&WR” Magazine B Magazine C Magazine D 


ource: Comparison of each publisher's data 


TROR) (a USEFUL NEWS 
& World Report FOR IMPORTANT 
PEOPLE 
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TANCE 


The importance of HOW ACQUIRED 


More than 97%, of ““U.S.News & WorLD REPORT’ 
circulation continues to come from the three most 


voluntary sources—-mail direct to publisher, cata- 
logue agencies, and newsstand sales. ‘‘U.S.NEews & 
Wor.Lp Reporr’’ leads its field in newsstand sales 
gains; it also leads the field in percentage of circula- 
tion acquired through these three most voluntary 
methods. Advertisers are generally agreed that circu- 
lation obtained through the more voluntary methods 
may be expected to be more productive of readership 
than that produced by other methods which involve 
a high degree of sales pressure. Readership, obviously, 
is the cornerstone for sales results. 


“USN&WR” is on sale at only 30% of the 
nation’s outlets—choice counters in the better 
business and residential areas. More and more 
people buy it at newsstands more and more 
people find it useful to be well informed 


Newsstand Sales Aver age 107.295 
Ist six months, Jan.-June 


1950 )951 1952 1953 195 1955 1956 
rce: Publisher's statements to the 
Audit Bureau of Circulations 


Now more than 900,000 


NET PAID CIRCULATION ... a market 
not duplicated by any other magazine in the field 
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PERCENTA LA A” CIRCULATION 
YEAR AFTER YEAF 
% of ‘“USN& WR” purchases made with mini- 


mum of sales inducement: newsstand sales, 
mail direct to publisher, catalogue agencies 


€ , " I< 
38.2 97.1 9/.2 9/.3 97.0 97.2 97.8 


1950 1951 1952 1953 1954 1955 1956 


(ist six months) 


Sources: Figures based on analysis of publisher's statements 
to the Audit Bureau of Circulations. Definitions based on a 
Study in Evaluation of Circulation Methods conducted among 
the 100 leading national advertisers, October, 1954 
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The reasons for this growth record 


Why this remarkable record of growth, concentrated 
among America’s high-income people of importance? 

The answer is in the content of the magazine. Never 
before has the essential news of national and interna 
tional affairs had such an impact upon the day-to-day 
plans and decisions of intelligent people of responsibility 
“U.S.News & Worip Report’ is the only magazine 
which dedicates its content entirely to this kind of news 

“ULS.News & Worip Report” is for people who 
frequently participate in the news—often make the news 
“U.S.News & Worip Report” reports and analyzes 
the useful and original news — more of it than is reported 
anywhere else, much of it reported nowhere else. Its 
singular publishing achievement is in helping its readers 
put this news to work for them. It shows them how to 
use it to their advantage 

Advertisers recognize these strong values in “U.S 
News & Worv_p Report,” and the kind of audience they 
attract. ““U.S.News & Wor_p Report’ was first among 
all magazines in advertising page gains in the period 
1950-56. More and more advertisers find "'U.S.News « 
Wor_p Report”’ essential — because its readers do 


P. COMMUNIQUE 


| WATERLOO SCENE OF TOTAL VICTORY 
J BY WARM AIR HEATING-SHEET METAL DEALERS. 


MEET NO OPPOSITION IN AIR CONDITIONING 
INSTALLATIONS. 


central residential cooling systems (year 
‘round and add-on) sold in Waterloo, lowa 
during 1955. 


67 sold by warm air heating-sheet metal 
dealers. 


licensed dealers sold 1720 furnaces. Of these 


A5 45,12 were KEY dealers who sold 75% of the 
furnaces AND 88% of the cooling systems. 


‘ . . ° ° 

AGAIN IT’S PROVED. If you have a stake in residential air 
conditioning, you aren't “flying blind” when you advertise in American Artisan. 
For one thing, you get the field’s only 1000 paid (ABC) circulation among 
those who count most. The top-level warm air heating-sheet metal dealers. They 
are the ones doing the bulk of today’s heating AND residential air conditioning, 


as this and dozens of other city surveys show. (Write for the full Waterloo report, 

based on actual installation permits.) C8C) App 
What's more, American Artisan excels editorially in both = 

quality and quantity and leads by far in advertising = = — 


volume. Clearly, it's the No. | book for reach 
ing yvour No, | sales outlet. Call on us for the 
PAC TS of the matter 


AMERICAN ARTISAN 


KEENEY PUBLISHING COMPANY AIR CONDITIONING HEADQUARTERS 


6 N. Michigan Ave., Chicago 2, Illinois 
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LE T TERS TO THE EDITORS 


Take-Home Pay for "The Little Woman" or to Play Big 


business by wits— 
or swindle sheet 


Epritor, SALES MANAGEMENT: 

The subject of expense accounts 
is always interesting and consequently 
I thoroughly enjoyed “A Cynic Looks 
at Expense Accounts” which appeared 
in your February 15 issue (p. 44). 

Perhaps this whole subject can be 
simplified. Any way you look at it a 
company allocates certain annual sums 
(salary and expenses) for the pro- 
curement of business and this sum is 
in turn re-allocated to the individual 
salesman. 

Does the salesman want more of 
his total as take-home pay for the 
little woman or does he wish to spend 
more at bars, etc., as a Big Shot? 

In other words, does a salesman 
wish to obtain more of his business 
with his wits and thereby increase his 
salary or does he prefer the other role 
of buying business, with a lesser 
salary ? 

We think it is that simple and in 
teresting things happen when it is 
explained to the salesmen along these 
lines. 


S. B. Wade 
Director of Sales Promotion 

Lawes Shipping Co., Inc. 

New York, N. Y. 


state figures back 


Epiror, SALES MANAGEMENT: 

I note in the March 1 issue of 
your magazine that you have dropped 
the sales figures for all of your states. 
I regard this as a step backward, since 
I am sure these state total figures 
were very widely used. 

Will you please advise if this was 
due to some oversight, and if you 
will put them back in, or what is the 
reason ? 

If you are dropping, is there any 
way to get the estimates you prob 
ably prepare each month? If there 
were a small but reasonable charge 
for same, I would cough up! 


John O’Hara Harte - 


Sausalito, Cal. 


> Congratulations on being so ob 
servant. This was not a slip-up by 
our research department, but at that 
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moment they were in the midst of 
the heaviest part of the work on our 
May 10 Survey of Buying Power. 
You'll find the state figures back 
again in the April 5 issue. 


‘great selling job’ 


Epiror, SALES MANAGEMENT: 

I thought you would like to know 
how many compliments Grant Jef 
fery’s piece (“When It’s Question 
Time at Your Annual Stockholders’ 
Meeting, Could you ‘Take the 
Chair?,” March 1, p. 29) has re 
ceived from readers phoning me about 
it. 

SALES MANAGEMENT has lived up 
to its name, too, and has done a great 
selling job on the shareholder move 
ment which in turn reflects the ever 
greater realization on our part of the 
need for greater shareholder respon 
sibility. Mr. Jeffery’s piece helps make 
these goals more simple, complex 
though they may be. 


Lewis D. Gilbert 


New York, N. Y. 


not synonymous 


Epiror, SALES MANAGEMENT: 

I am happy to see that we are in 
agreement that quantity and quality 
are not always synonymous. 


Sigurd S$. Larmon 


President 
Young & Rubicam, Ince. 
New York, N. Y. 


> Mr. Larson’s references are to 
the March 1 editorial, ““The Madness 
of Advertising Bigness,” and to his 
letter to Advertising Age explaining 
Y & R’s reasons for not supplying 
annual billing figures to that maga 
zine. 


more on ‘madness’ 


A number of advertising ex- 
excutives have commented so favor 
ably on your editorial in the March 
1 issue of SALES MANAGEMENT, I’m 
writing to ask you if you would give 


(continued on page 23) 


For Any Budget— 
Entry into the 

$5 Million-a-Day 
Hospital Market 


HOSPITALS _ 


listing of hogpitals 


HOSPITALS 
Annual Guide Issue 


August Ist 


9 out of 10 hospital administrators use 
this important reference regularly. It 
is an unmatched source for facts, lists 
and figures used every day of the year 
by hospital administrators and depart 


ment heads. 
Open Buyers’ Doors 2 Ways 
|. Guide for Hospital Buyers 


(Classified Product Directory ) 


A full year’s listing for only $25.00 


2. For a Complete Sales Story 
Display advertising at 


regular earned rates. 


SEND FOR COMPLETE INFORMATION 


Journal of the American Hoapits 
Association 
Advertising Service Departme 
1k Kast Division Street 


Chicago 10, Llinol 


Please send information on 
Guide for Hospital Buyers 


HOSPITALS’ Display Advertising 
Opportunity 


Name Title 
Company 
Principal Product 
Street 
City State 
rrr rrrrtrrrrtrtrirrtrteftetreeeeee i 
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WALDORF- ‘im 4=6CONRAD 
ASTORIAS HILTONS 


To HOLD @be Seattle Gimes 
375,680 EXCLUSIVE READERS! 


Based upon 2-person occupancy of the Waldorf-Astoria’s 4400 rooms and 
apartments in Manhattan and the Conrad Hilton's 3000 rooms in Chicago. 
You reach 375,680 readers (117,400 families) in Seattle’s 
A-B-C City Zone EXCLUSIVELY when you advertise 
in The Seattle ‘limes. The 1957 certified survey recently 
completed by Dan E. Clark Il & Associates also proves 
that both mass and class are reached...and sold... by 

The Seattle Times! 

The Seattle Times also dominates the coverage of every 
income group in Seattle. 

Ask your O’Mara & Ormsbee man—or ask us—for full 


published report. 


SEATTLE’S “Cees eo NEWSPAPER 


REPRESE TE RY M -_ - RMSREF 


SALES MANAGEMENT 


LETTERS 


this newspaper permission to reprint 
your editorial in full in brochure form 
for general distribution among inter- 
ested members of the advertising and 
merchandising fraternity in this area. 


C. W. Horn 


Advertising Director 
Los Angeles Examiner 
Los Angeles, Cal. 


> The answer to Mr. Horn is yes, 
as it will be to any others who are 
interested. 


press conference 


Epiror, SALES MANAGEMENT: 

The October 5 issue of your pub- 
lication contained an excellent article 
entitled ““29 Ways to Wreck a Press 
Conference” (p. 31). I can properly 
testify to the value of this story be 
cause I read it over with a great deal 
of care the night before our associa- 
tion had a conference. Because of this, 
[ was able to avoid some mistakes 
which might have been made 
The 24 chapters of our association 
hold occasional conferences and _ it 
would be an excellent idea if we could 
supply these men with a copy of this 
article when they begin to plan their 
meetings. 

John E. Doxsey 
Assistant Secretary 
American Steel Warehouse 
Association, Inc. 
Cleveland, O. 


daily inspiration 


Epiror, SALES MANAGEMENT: 

You recently printed a prayer by 
Arthur A. Hood (‘Prayer for 1957,” 
Jan. 4, p. 27), an invocation by him 
at the National Sales Executives con 
vention in Chicago last June. We 
might like to send out a copy of this 
prayer to our members. 

May we take this occasion to com 
mend the editors of SALEs Man- 
AGEMENT for publishing this type of 
material which adds meaning and in- 
spiration to the daily job? 


George B. Trairs 
Vice-President 
National Association of Food Chains 


Washington, D. C. 
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DEPENDABLE 


"Cross 
town 


CALL YOUR ALLIED MOVER 
... hes the No.| Specialist 


Ask your Allied Mover for a copy of “Before You Move.” See 


yellow pages of your phone book, or write Allied Van Lines, Inc., 


Broadview, Illinois 


ALLIED VAN LINES 


© WORLD'S LARGEST LONG.DISTANCE MOVERS 
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VIATION 
WEEK 


Need for Specialized Research and Development Information 


Manufacturers are busy broadening their research 
and development activities. They recognize that 
their competitive position depends on the ability 
to compete in the urgent quest for new basic 
scientific knowledge in such diverse fields as geo- 
physics, aerothermodynamics, metallurgy, human 
factors and aerothermochemistry, etc. Because of 
the highly specialized sciences and technical fields 
concerned, manufacturers must often obtain re- 
search and development assistance from outside 
sources — government, university, scientific foun- 
dation, foreign and other manufacturers. In a 
sense, research and development has become a 
unique commodity that is produced, bought and 
sold. 


Expansion of research and development procure 
ment activities has brought the need for a Guide 
which will increase the understanding of procure- 
ment procedures and available facilities and capa- 
bilities. To satisfy this need, the Research and 
Development Edition, an outgrowth of editorial 
pioneering in this field as outlined later in this 
announcement, will provide the following special- 
ized research and development information: 


INDUSTRY 
Industry’s vital and rapidly increasing role in re- 
search and development will be surveyed. 


Indexed guidebook section tells industry what 


facilities and capabilities are available, where they 
are and how to utilize them. Information on the 
marketing of research and development availabili- 
ties will be reported 


Newly revised government research and develop- 
ment contracting policies and procedures ex- 
plained in detail. 


GOVERNMENT 


Missions, organizations and operating procedures 
of National Advisory Committee for Aeronautics; 
Air Research and Development Command; and 
Office of Naval Research summarized. Their labor- 
atories, research stations and test center facili- 
ties, capabilities and availabilities analyzed in de- 
tail. 


UNIVERSITIES AND SCIENTIFIC 
FOUNDATIONS 


Exhaustive report on the important research and 
development programs at work at various uni- 
versities and independent establishments through- 
out the country. Particular attention is given to the 
procedures of sub-contracting these resources. 


INTERNATIONAL 


Exclusive coverage of oversea’s sources of re- 
search and development available to industry as 
reported by our Geneva, Switzerland office. 


Pe. 


4 


Pioneer Research and Development Coverage 


AVIATION WEEK pioneered research and develop- 
ment coverage in 1953 when it presented an ex- 
clusive full-scale report on the USAF Air Research 
and Development Command and the gigantic in- 
dustry, military and scientific production team 
that it coordinates. Thousands of extra copies 
were purchased by government, industry, uni- 
versity and foreign establishments and used as the 
standard reference for training research and de- 
velopment and procurement personnel. 


In 1956, AVIATION WEEK was called upon to publish 
a second Air Research and Development Command 
Edition to report the many changes, improvements 
and advances that had been made. It is now in use 
as a current standard reference and training aid 
on research and development. 

AVIATION WEEK’s 26 full-time graduate engineers 
and aviation specialists located in key aviation 
centers throughout the world will provide the edi- 
torial manpower and know-how for this newest re- 
search and development service edition. Their 
extensive experience in this field which was pio- 


VIATION 
@®@ WEEK 


neered editorially by AVIATION WEEK assures an 
information packed Guide of outstanding useful- 
ness and serviceability. 


ADVERTISERS’ BENEFITS 


Long lasting reference use by industry and the 
military assure advertising repeated exposure. 
Aviation’s largest engineering-management, sci- 
entific and military audience provide advertising 
widest possible circulation. 

Regular June 3rd weekly issue allows extra ad- 
vertising values at no extra cost. 

Regular rates apply and insertions may be a part 
of your AVIATION WEEK contract. 

Advertising will be positioned in appropriate sec- 
tions; heavy stock four-color dividers will make 
up sections. 


Special leather bound copies for military, civilian 
and government leaders. Contact your AVIATION 
WEEK district sales representative for complete 
information. 


A McGraw-Hill Publication 
330 West 42nd Street, New York 36, N. ¥. 


SALES MANAGEMENT 


Clue for America's marketers: 


PROBLEM 
and industry for their share of the eyes, ears 


The competition among business 


and minds of the nation’s markets becomes in 
creasingly more intense each day. The number 
one question from every marketer is, “How 
do I get through?” 


SOLUTION: A great many advertisers are get- 
ting through by aiming their messages specifi- 


cally at communicative people. . . 


... the few in every-so-many whose 
opinions and example initiate ever-widening 
circles of agreement and action among others. 


But— where do you find them? Audience sta 
tistics and circulation numbers tell only a part 
of the story. 

NEWSWEEK’S objective, accurate interpreta 
tion of significant news has attracted a sizably 


important circulation—currently over 


Newsweek... 


the mag 174 fa a yr con ; J ali fi pe f I, 
1 Based on P.1I.B.'s “‘General Promotion” Classification in terms of number of pages in 1956 
APRIL 19 1957 


1,100,000 
people . 


comprised of such communicative 
. sparkplugs who influence countless 
others on issues, ideas, policies, possessions and 
purchases 


It’s a continual process—in their 


homes and social lives—in their business and 
community relations. 


Proor that NEWSWEEK is widely recognized 
as the medium for reaching communicative 
people: Last year corporate advertisers evi 
denced their high regard for NEWSWEEK by 
putting it in number one position among al/ 
magazines in advertising pages run in the 50 
Within its own 
field, NEWSWEEK'’'s strength was even more 
apparent. . 


largest corporate campaignst. 


. Among the 25 largest corporate 
campaignst carried by the news and business 
magazines, NEWSWEEK was the only one to 
carry every campaign—and it led in pages 
among this group and the 50 largest, too 
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A HARBINGER OF GOOD NEWS FOR YOU! 


There's good news for you in the NCS #2 report on actual viewing of 
Southeastern TV families. 


1+ 30 77 may even stump Univac, but for the discerning advertiser 
it means simply that WBTV lost one county in the NCS * 2, but picked up 
30 counties for a total coverage area of 77 prosperous North and South 
Carolina, Tennessee and Virginia counties. 


Here's your good news: 


* A population increase in WBTV's coverage area of 49.8% for a new 
total of 3,821,700 potential customers.” 


* A 43.3% increase in Effective Buying Income brings the new total to 


$4,258,069,000.* 
* Aretail sales increase of 45.2% giving a new total of $3,028,602,000.* 


WEBTV's dominant position overpowers.the Carolinas’ second-place station 
by 48.5%; submerges the third-ranked station by 63.6%; and swamps 
the fourth-ranked station by 80%. 


Forget your former formula. Translate —1 + 30 77 into potent Sales 
Power for you! Contact WBTV or CBS Television Spot Sales for the complete 
Nielsen story on the Southeast’s top television station. 


*1956 ‘Survey of Buying Power 
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JEFFERSON STANDARD BROADCASTING COMPANY 
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How Do You Build 
“Want-to’ Attitudes 
In Salesmen? 


A man's knowledge, his beliefs, and his emotions all 
figure in his job attitude. He ‘wants to'’ when: 
|. He is competent in his job skills and knows it. 
2. He has confidence in himself, his company, his 
superiors, his associates, and his product. 
3. He enjoys a sense of participation in the busi- 
ness of which he is a part. 
4. He feels he is making progress on the job. 
It's your job to nurture these feelings. This article tells 


you how to go about it. 


By RAYMOND O. LOEN 
Senior Consultant, 
Methods Engineering Council 


Concentrate on the second syllable turing operations centers about one tions on the job as well as the jo 
t the word “‘salesman word—productivity. It is the measure to be done. It required study of how 
When you do a good job of train of individual output in dollar value to do the job better, why it is impor 
ng and supervising the man, you'll of goods, ¢ rowing population and the tant, and—most important ho 
get more sales. common desire tor higher standard build a desire to do a good job 
here is a lot more to sales tra ning ol living push it up every year. ‘That istently 
than teaching product knowledge and why your sales volume quota—-prob \s a result, moder ef 
sales techniques. The bigger job is to ably the highest ever last year—must torts are made to bring about bette 
build into the man the proper atti be topped again in 1957. Perhaps you work methods and conditions, tailored 
tude have seen the general figures projectes Training closer communication ins 
Sales managers looking for ideas to by economists for the vear 197 neentives that help to build the 
help salesmen achieve higher quotas Really something ! want to attitude and reate jor 
might profit by adapting some of the Ihe study of industrial training atistaction 
lew training approaches now used to problems has been deep and thorough In industry it was found that 
put “want to” into the hearts of pro lo come up with solutions it wa ittitude of an emplo e toward h 
ruction employes necessary to find out what affects o1 ob, his ipervisor ind his compat 
Ihe need for quicker, more effi influences individual productivity has a lot to do with the quantity as 
ent training procedures in manufac This required study of human rea quality of his work. This probabl 
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application of our Peschencs et 


to all of us. 


Have you had any feeling of pressure to make an immediate 
sale ; + might jeopardize future sales relations with a cus- 
tomer 


Can you put yourself objectively in the place of a and 
understand his weponaitiiti justifying what he ? 


Have you ms questions about the reasons for company 
tion, territories, reports, customer 


Solving your personal problems is important to of 
mind e ref rye 
thing you want to talk over me? 

Can 

feel 


we can do to to 
en wee 


Is there other question or problem have that ! can 
Tincte of bil dou amb? ies 


BY HARRY WOODWARD 


oa ee ed hee 


ise SE cam erermete Coe snd 


She + a 


isn’t news to anyone who has been 
concerned with training and super- 
vising salesmen for any length of 
time. Motivation, positive attitude, 
will to win—how many times have 
you gone into these subjects in train- 
ing classes and with individuals? 

You also know that individual 
salesman satisfaction through good 
work attitude does not always stay 
at even keel. His attitude can be 
changed in a moment by thought, 
word, or deed—or the absence of one 
of them. Rumor, misinterpretation, 
and misunderstanding are three con- 
stant enemies of positive attitude. 
Such trouble sources have to be 
spotted and acted upon promptly to 
keep men in the mood to sell. 

Changing conditions also point to 
the need for a continuous program of 
training. Veteran production em- 
ployes, as well as beginners, have to 
be trained anew to maintain produc- 
tivity when changes are made in meth 
ods, machinery, equipment, processes, 
and materials, and that’s going on al! 
the time in industry. 

Similarly the effectiveness of vet- 
eran and junior salesmen can be kept 
at a high level only through training 
to keep pace with changes in prod- 
ucts, markets, and economic influ- 
ences from month to month, and from 
vear to year. 

Here are four approaches used to 
build productivity in industry. See 
how they can be adapted to increase 


volume in a sales organization. 

Studies isolate four important atti- 
tude factors that help any man to do 
his best work. ‘They are mental 
“feelings” or “senses” that can be de- 
veloped through proper training and 
maintained by good communications. 

They tend to make a job satisfying 
and move a man to put forth his best 
efforts: 


1. Competence 
’. Confidence 
3. Participation 


4. Progress 


Competence. The feeling of com- 
petence comes when a man has all 
the background, skills, and experi 
ence training he needs to do a job 
well, even under emergency or infre- 
quent situations. 

To provide competence the indus 
trial training approach is to analyze 
the job. Such analysis determines pur- 
pose and relationship to other opera- 
tions, best method of doing the job, 
equipment, skills, and experience re 
quired, situations to be anticipated, 
standards of quality and performance, 
and possible incentives. On this basis, 
the training procedures are tailored 
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to bring the man to maximum output 
and earnings as quickly as possible. 

How can these ideas be adapted 
volume 
through more effective individual ef- 
fort? Here again, analysis is the start- 
ing point, and it may mean 
homework for the sales manager and 
his assistants. 


and used to increase sales 


some 


Just what is the job you expect of 
each salesman, and how can you help 
him to do it more effectively? What 
improvements can be made in your 
methods of selling and promotion? 
How will current trends in your com- 
pany or industry affect sales efforts 
this year? 
products or services, 


How about changes in 
market 
tials, customer personnel, approaches, 


poten- 


presentations advertising territory 
alignment, and compensation policies ? 
Do your salesmen know the answers 
Where do they 


need better information for smarter 
selling? 


to these questions ? 


meaning in 
sales work. It is a constant process 


because of the ever 


Training has _ broad 


changing condi 
affect sales It 


sales 


tions that includes 


classes in fundamentals, ad 
vanced classes, individual instruction 
sales sales 


and practice, meetings, 


seminars, sales conventions. In _ its 


broadest sense training includes all 
forms of communication int luding 
supervision. 


the means of 


Tailored training 
suiting training methods to individual 
needs. Some of your salesmen have 
more experience than others. Some are 
more proficient in certain areas of 
their jobs, such as conducting cus 
tomer surveys, developing product ap 
plications, and dealing with certain 
Training should 


be developed to give each salesman 


kinds of customers. 


specialized training in what he needs. 
Many 


being used to maintain interest and 


modern training aids are 
to speed learning where group train 


ing is conducted. These aids include 


visual and audio equipment, role 


playing devices, competitive games, 


conference leadership practice, guest 
instructors, prizes and other incen 
tives. A series of sales-situation ses- 
sions is valuable to gain the equivalent 
of field experience without leaving the 
classroom. Alternative courses of ac- 
tion in each sales situation are de- 
veloped by the salesmen. The best 
solution under the circumstances is 
brought out through discussion, but 
the man who remembers some of the 
oct asions 


other answers mma\ find 


when they will also move a prospect 
to favorable action. I xperienc ed sales 
men, as well as new men, find the 
stimulation of new ideas and ap 


(continued on page !28) 
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Older Firms Are Having Rough Time 


There was a time following World 
War IT when as many as six out of 10 
corporate failures were young com- 
panies — in business three years or 
less. In that same year (1947), only 
one out of 10 failures had been in bus- 
iness more than a decade. 

But today, that situation has 
changed. Where there was once six 
. “old” 


one, the ratio is now down to just two 


‘new firm’’ failures for every 


«“ 


new” for each “old.”” Young com- 
pany failures have dropped from 61% 
of all failures to under 40%. Older 
company closings have risen from a 
low of 9.1 % to an eyebrow -raising 
18.3% of all failures. 

Probable reasons be hind this devel- 
opment are: 


N« w, Stronger ¢ ompetition; 


EST. 1908 
YU 


prospt rity-encourayge d wasteful 
tices; lack of sufficient flexib lity to 


prac - 


absorb higher operation cost com- 
placency and the end of the seller’s 
market which seme indust: ive en- 


ioyed since the war. 


_ AGES OF BUSINESSES THAT FAILED 


Agein Years 1947 


ONE YEAR 5.0% 


22.4 


S 


2nd: 


Si 
“9 

FER > , 

‘SEVEN 3.5 
ot ad ‘ } 

ma ee a ‘ of 

> EIGHT. 2.0 

7 aga 

eS a 

(NINE 1.7 
Se 

~ 1.5 


a 


1954 1956 


4.1% 


19.5 
16.1 


1.2 


15.5 18.3 


Sources: Dun & Bradstreet, Inc. and New York Herald Tribune 
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The 
Man 
Goes 
With 
The 
Idea 


From Tires to Glasses 


The conservative old (124 years) American Optical Co. has taken the bifocals off 
its sales philosophy: It’s hired Victor D. Kniss, who’s spent 25 merchandising years in 
the rough competition of the tire and small appliances fields, to be v-p and general 
manager of its new Ophthalmic Division. (Lenses, frames, cases—everything, in fact, 
but the glass.) Vic Kniss says “I fought my way up in a highly-competitive world—auto 
tires and small home appliances. American Optical wanted me because of my experience 
n merchandising through nationwide sales organizations. / wanted American because 
it represents a challenge to me, a type of organization I've always wanted: closely-knit 
yood research, development, manufacturing and distribution facilities."’ ‘To take the job 
Vic left the presidency of Westinghouse Electric Supply Co. (Previously he'd been 
yeneral sales manager of all consumer products of Westinghouse Electric Co., 
Pittsburgh ) For 19 years he was with Firestone. But when he first vot out ot college 
he thought he wanted to be a merchant. He took a job with Gilchrist Co. “I decided 
| didn’t want to be a merchant. And I didn’t ‘decide’ | wanted to get into the tire 
business. I needed a job!” Firestone liked his candor but not his lack of experience: 
[hey set him to work pumping gas at one ot! their stores. \merican Optical, the 
ountry'’s leading optical firm has branches in 250 cities. The Ophthalmic part of the 
business by far the largest accounted, last year, tor the lion’s share of sales totaling 
ver $75 million, Says the 48-year-old Kniss: “I’m a hunter and a fisherman. Then he 


idds, “‘And a farmer at heart 
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aries all tools or gives you a 


From Luggage to Vacuums 


Lewyt Co poration has decided one good turn dese 


ve 
unother. Or: a man who has been highly successful in 
one field of the compan uctivity probably can turn 
the t k inothe Lo eq iently as part of a coms lete 
hange in the sales and marketing set-up—it has ap 


pointed Henry Dorft (left) v-p in charge of cleaner sale 


ind marketing. Before this he’s been director of merchan 
sing It ha been only i bit over a yea 


nce Dorfft. a neat, serious man, joined Lewyt. At first 


he worked in the field with sales stafts in about 50 key 

markets \ | whi he final] ettled down n Long 
Island City headquarte he began a series of progran 

based on his findings in the field—that won immediate 
eS ilts , Do ft? s Dackyvro ind Is ob iously right He 

i tormet! p in the market ng divisions of s¢ eral na 


onal manufacturer notably Ggruen Watch Co. and 
Hartman Luggage While he was in the Gruen post 
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From Adders to Nucleonics 


Instrun ita ist nentation: If in sell an 
idding machine ou can, with prope grounding ell 
lea equipment \nd so Thoma Allinson, 35-year 
old ind ippe {| built ha joined [a tron In which 
does make nuclear equipment, as well as electronic and 
electrical i p of ma keting He ha been with 
Berkeley Division, Beckman Instruments, Inc. as general 
nanaye ind director ot marketing. And before that he 


was with Marchant Calculato His thinking process 
work ithe like one of the finel balanced machine he 


old When he faced with a problem hye issemble ill 


pos ble data cal l ly this K f th 0 igh toa de on He 
10 h rhey t ( ile hanage! but b organization hye 
ts an en no unour t work done. And he believe 
that the electrons field has been barely cratched. that 
sales effort n thi held epresents one ot the great 
hallenges of American industrial expansion. A man of 
many tacet he lo ( to wim and Al and hye ind h 
vite share it hobb f amate dra it He Va i 
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26 AUTO USE BASIC COST AREAS 


THE FAIR WAY to figure 
mileage and depreciation al 
lowances on salesmen’s cars 
is by geographical accounting. 
Each area is different. Fig 
ures on map correspond to 
numbers on opposite page. 


Auto Costs: Up this Year 4% to 712% 


Figures are based on cars that fall into the Chevrolet and 
Pontiac price ranges. The map and table are designed to 
help you check your present allowances and, if necessary, 


to revise allowances to reimburse salesmen on a fair basis. 


New: What about costs of air-conditioned cars? 


By R. E. RUNZHEIMER + Runzheimer & Co. 


tlesimen iuto costs continue in with those on the corresponding 1956 average 1956 costs at 20,000 miles in 
in upward spiral. kor motorists driv models reported in SALES MANAG! the United States totaled $1,441. The 
ny ca in the Chevrolet to Pontia MENT last year. How to ’stimate breakdown: insurance $187; license, 
ange and totaling 20,000 miles dut and Pay for Auto Costs February $19; depreciation, $547; operating 
ing this year, it is estimated that 1, 1956.) expense items for gasoline, oil, greas 
expenses will increase from 4) to Sharp increases in gasoline prices ing, washing, repair maintenance and 

f over 1956 and resulting changes in the relative tires, SOSS8,. 

These estimates are based on a price pattern between states have In 1957 the cost picture is expected 
omparison of total allowances on made a complete revision ot the l a to look like this: insurance, SIR: 
1957 models in the Chevrolet-Six-2 10 cost area Map necessary. [his Map license, $18; depre iation, S581; the 
edan and Pontiac-Super Chiet-sedan now establishes 26 cost areas instead same operating expense items, $734. 
tor the 26 United States cost areas of 24 as betore While insurance and licensing costs 
hown on the accompanying table Looking first at the Chevrolet remained fairly stable, depreciation 


* Ist line: Chevrolet 1957-6-210-4dr-sd 


**2nd line: Pontiac 1957-Super-Chief-4dr-sd 


(1) (2) (3) 
Cost Total Fixed Total 
area Basing point for annual allowance per mile 
no. fixed charges fixed costs per day allowance 
| Seattle, Wash. *791.00 $2.17 3.90 cents 
** 944.00 2.59 4.15 
2 San Francisco, Cal. 880.00 2.41 3.75 
1,035.00 2.84 4.00 
3 Yakima, Wash. 762.00 2.09 4.25 
915.00 2.51 4.60 
a Sacramento, Cal. 817.00 2.24 4.15 
970.00 2.66 4.45 
5 Salt Lake City, Utah 746.00 2.04 3.95 
899.00 2.46 4.25 
6 Albuquerque, N. M. 769.00 2.11 4.25 
927.00 2.54 4.60 
7 Fargo, N. D. 738.00 2.02 3.80 
892.00 2.45 4.05 
8 Wichita, Kan. 726.00 1.99 3.50 
877.00 2.40 3.75 
9 El Paso, Tex. 733.00 2.0) 3.70 
887.00 2.43 3.95 
10 Houston, Tex. 742.00 2.04 3,35 
895.00 2.45 3.60 
11 Fort Smith, Ark. 766.00 2.10 3.70 
921.00 2.16 3.70 
12 Duluth, Minn. 789.00 2.53 3.95 
941.00 2.58 3.95 
13 Chicago, Ill. 788.00 2.16 3.45 
946.00 2.59 3.65 
14 Detroit, Mich. 732.00 2.01 3.55 
882.00 2.42 3.75 
15 Columbus, O. 726.00 1.99 3.35 
873.00 2.39 3.55 
16 Knoxville, Tenn. 771.00 2.12 4.00 
923.00 2.53 4.30 
17 Atlanta, Ga. 757.00 2.08 3.80 
910.00 2.49 4.10 
18 Saratoga Springs, N. Y. 875.00 2.40 3.60 
1,022.00 2.80 3.85 
19 Portland, Me. 737.00 2.02 3.80 
885.00 2.42 4.05 
20 New York, N. Y. 956.00 2.62 3.45 
1,113.00 3.05 3.65 
2! Chelsea, Mass. 853.00 2.34 3.20 
| 004.00 2.75 3.45 
22 Pittsburgh, Pa. 775.00 2.13 3.55 
924.00 2.53 3.80 
23 Philadelphia, Pa. 890.00 2.44 3.40 
1,045.00 2.86 3.65 
24 Newark, N. J. 818.00 2.24 3.20 
969.00 2.66 3.40 
25 Charleston, S. C. 767.00 2.10 3.55 
919.00 2.52 3.75 
26 Miami, Fla. 753.00 2.07 3.55 
903.00 248 3.75 
*For inclusion of air conditioning adjust upward 27 0.25 
**For inclusion of air conditioning adjust upward 28 0.30 
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standard 
simply di 


inct 14 cents from the daily fixed 
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illowances shown in column (2). 

Annual fixed 
column (1) include current standard 


costs 


reported in 
manual premiums on comprehensive 
$50 deductible collision $5,000 prop 
erty amage. and $295 $50.000 public 
lial ilit ( ‘rage, state license, title 
and driver ree and depreciation. 
[hese fixed costs have been estab 
lished at the de 


ity in €ae h cost area. 


ignated basing point 


Fixed allowances per day in column 
2) are simply the result of dividing 
column (1) by 365 and express 
the nearest 
Column 3) shows the total pel 
mile operating allowances covering 
the items ot gasoline oil greasing, 
washing ervit maintenance and 
tires | hese have been exp essed to 
the nearest half n ill in each cost area. 
re are some items properly sub 
reimbursement on business 
which are not included in 
allowance cs ause they 
lend themselves defensibly to 
We recommend that 
nbu sed MoO al in iT ed 
the di el They are 
Lic ‘Ss, property taxes 
parking overnight 
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up to and including 18,000 busine 
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ly. Men traveling in excess of 18.000 
business miles annually, or 1,500 busi 
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idditional idjustments on depreci 


tion at the rate of approximatel 
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ording] 
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would be entitled to 
i depreciation adjustment ; end 
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R. E. RUNZHEIMER has been 
working with mileage 
ances on salesmen’s automobiles 
since 1931. The Runzheimer Plan 
for determining operating costs 


allow 


of fleets and salesmen’s cars is 
widely used by corporations 
throughout the U.S. and Canada. 


Over 20,000 miles annually, an ad 


justment on depreciation at the rate 
of about $15.50 per 1,000 should be 
paid the driver. This will enable him 
to trade in a car without penalty 
when he has reached the 60,000 busi 
ness mileage point regardless of his 
rate of annual travel. 

This year, for the first time, we 
are including cost figures on auto ai 
conditioning. Its growing importance 
today as a car accessory is evident 
when you consider that only 20,000 
units were installed on new cars dur 

general introduction in 195 
while it is expected that close 
$00,000 units will be installed { 
new-car purchasers during 1957. 

If the reader wishes to figure the 
additional annual cost of air condi 
tioning in either a Chevrolet or Pon 
tiac class car, please refer to the 
footnotes at the bottom of the preced 
ing chart. Simply add the additional 
fixed allowance to column (2) and 
per mile allowance to column (3) for 
your appropriate cost area and car 
At 20,000 annual miles this additional 
cost for Chevrolet owners is $150 and 
About 


these additional costs 


for Pontiac drivers it is $163 
two-thirds of 
derive from annual depreciation, as 
well as a slight cost toward replenish 
ing freon gas supplies. ‘The remainde 
of this expense results from increase 
gasoline consumption in each car’ 


engine. 


Hot Weather Drivers 


\ growing number of Runzheim« 
Plan chents reimburse ‘‘hot weathe! 
drivers in their sales fleets for the 
purchase ind operation of ai condi 
They have all faced the ques 
the line he 


tween those salesmen who need and 


tioners. 
tion oft where to draw 
t) 


those who do not need this ex i 


iccessory The most popular and 
workable solution is to ofter it to men 
driving 50% or more of their business 
mileages in states where the ten 
perature exceeds 90 degrees to 
specified number of days each year 
We again remind readers that al 
lowances in the accompanying table 
cannot achieve the accuracy of 
territory-by-territory automobil 
ontrol plan wherein each drive 


schedule 


tions in his individual area. It Is Ou 


reflects the specifi ond 

estimate that these cost area standard 
allowances will average approximate 
ly $75 per car higher than _ those 
established on the individual territor 
basis. This means that for companies 
regularly operating 15 or more em 
ploye-owned cars for business, an 
individual territory standard allow 


ince plan can produce added saving 


The End 
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Despite the fact that 200,000 re- 
tailers use trading stamps and millions 
of housewives save them, all is not 
happiness. Some say the merchandis- 
ing value of the stamps has dwindled 
terrifically. A few say that stamps 
never increased sales, only shifted 
volume from one store to another. 
Still others concede that volume is up 
because of stamps, but profits are 
down. 


Food Stores 


Drug Stores 


Last year, retailers paid out $600- 
$650 million worth of trading 
stamps. Supposedly, this represented 
2% of gross sales. But for some, the 
cost touched 3%, and for others 4% 
to 8% . 

On occasion, volume has increased 
100%; other times, it hasn’t budged 
at all, Usually, stamps must produce 
a 25% increase in sales to be worth- 
while. 


WHO USES TRADING STAMPS? 


2S?! Ee eS Se el 
= SS Bia 


Selling Research, Inc., New York, 
surveyed food and drug stores across 
the nation on the question of trading 
stamps. Sample included 900 food 
stores, 531 drug stores in a total of 
68 markets. It found that while many 
stores admit receiving benefits from 
stamp use there is considerable dis- 
content, Also, non-users are compet- 
ing with strong counter-measures, 
principally price-cutting. Here are 
some of the findings: 


HAVE THEY BENEFITED? WOULD THEY DROP TRADING STAMPS? 


(if competing stores agreed to do the same) 


Food Stores 


50.7% 


— 
suren marker = | 


—— 5 


Food Stores 


Drug Stores 
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17.2% Undecided 


15.7% Undecided 


52.2% 


8.2% 


8.2% 


No Undecided Main office 
must decide 


Drug Stores 


20.9% 


16.5% 


No Undecided Main office 
must decide 


Advertising as a Sal 


The following companies are standouts in mer- 
chandising their advertising: Lever Brothers, 
Procter & Gamble, Colgate-Palmolive, Carna- 
tion Milk, Campbell Soup, Calvert, American 
Tobacco, General Mills, Kellogg Co., H. J. 


Heinz. Here are some of the reasons why: 


Soap companies, with food products a close second, seem to do 
the best job of keeping their sales forces alerted and enthused 
through interesting and up-to-date information about the ad 
vertising program, ‘Then, well down the scale, but closely 
bunched, come liquor companies, makers of appliances, coffee 
tea and tobacco, 

The ratings were supplied by men in an excellent position 
to see what is happening locally—more than 50 advertising 
executives of newspapers, ‘TV stations, radio stations. Earlier 
(issue of April 5) these men appraised branch managers and 
their men on how well they evaluated the local markets and 
why, if they did fail, they failed to merchandise properly the 
advertising support rendered them by their home offices. 

In this windup of a two-part series these local experts eval 
uate the performance of specific companies; they were asked 
also to express an opinion as to the value (to the home office 
and agency) of advertising requests or suggestions made by 
branch managers and their men. 

Lhe request concerning companies doing a good merchan 
dising job was worded as follows: 


“In your contacts with these branch managers and their men, 
perhaps you have come across some who are unusually well- 
versed on evaluating and using advertising—and where you 
have some reason to believe that the company has been on 
its toes in sending them full and up-to-date information on the 
advertising program. If you will give us some leads, we will fol- 
low them up and find out how they do it, and why they believe 
it is resultful.”’ 


The sample-—slightly over 50 cities—may not be large enough 
to draw sharply etched conclusions between individual com 
panies, but SALES MANAGEMENT believes it is sufficiently large 
to justify the conclusion that the best job—by far—is being done 
by two industries where the bulk of sales go through food super 
inarkets, 

They are tood products makers and the people who make 
soaps and detergents. See ‘Table 1. They walked off with 57¢7 
of all mentions, and when coffee, tea and meat are added in, the 
total jumps to 67%. 

Conspic uous omissions Were most companies whose products 
are sold in drug stores, department stores, apparel shops, fur 
niture or bedding stores, jewelry stores. Not a single automo 
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they Buy More because they Have More! 


@ Plain to see, folks here are sitting in the lap of luxury. Pm It’s Bic. 
In fact, Indianapolis is hailed as Indiana’s “boom town 


. It’s STEADY... i balance between industry am agri 
in the latest annual report of the Federal Reserve Bank of 


culture that assures a table market 
( hicago It sa pommel well-taken. Our average income pet 


) ( You get SATUR ON GOV AGE O . ODO 
family is a comfortable 39.3% above the national average.* P You ge FURATIO IVERAGE of the metr !) litan area 


Though 10th amone cities of 600,000 in sverane income plus an eflective bonus coverage of the 44 surrounding 
h Ts ’ ) . = ( ‘ “ 
per Scala: sania pitti Sil tee ential callie per capita in these counties in The Indianapoli tar and The Indianapoli 
ime cite hel 8) wh ilever you re elling from « h iirs to News W rene for compl ue market and circulation data 
Si ~ F \ y s y ) airs 

chinaware proht from these important advantages 


offered by the Indianapolis market: 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


YOUR FIRST TEAM FOR SALES IN 


tive. company was mentioned specifi 


cally. “Thi 


might be because prior 


o the current marketing season the 
“Big 3” worked on a cooperative basis 
with dealers. 

[by companie the local media ex 


perts named the following dozen com 
panies as the ones where they thought 


the company Was most on ifs toes 


mentions 


Lever Brothers 12 
Procter & Cramble 9 
Creneral Foods 8 
Colgate-Palmolive 7 
cCayram 5 
Campbell Soup 4 
\meri an ‘J obacco 3 
(jeneral Baking 3 
Cjeneral Mills 3 
H. |. Heinz 3 
Schenley 3 
Westinghouse 3 


Other multiple mentions went to 
Four Roses and Hiram Walker in the 
liquor field; in food products, gen 
eral, to the Kellogg Co., Carnation 
\lilk, Pillsbury, Standard Brands; 
ind teas to Hills Bros.; in 


\ 


meat to wilt; in 


in cotter 
appliances to 
Phileo; in gasoline and oil to Sin 
clair 

Individual mentions to Pacific 
Coast Borax, Monsanto, B. ‘TT. Bab 
bitt, National Biscuit, Langendorf 
bread, Quaker Oats, A. KE. Staley 
\I fg. Co., Kraft Division of Stand 
ard Brand \merican Home Foods, 
Duncan Hines products, Libby, Me 
Neill and | ibby 
apple 

\lso to Folger’s coffee, Thomas J. 


Hawatian Pine 


Lipton, Chock Full O' Nuts, Lu 
zianne coffee, Rath meats, General 
Klectric, RCA-Whirlpool, RCA 


Fedders-Quigan; Kimberly-Clark 
scott Paper 

And to Philip Norris, R. ; 
olds Co., P. Lorillard Co., Liggett & 
NIvers ‘Vobacco Co., Gulf Oil, Shell 
Oil, Paequin, Ine., C. FF. Sauer Co. 


lastman Kodak and Johnson's Wax. 


L. Reyn 


It’s not a parti ularly happy show 
ing. Certainly, it would seem that if 
the representatives ot national adver 
would 
il deeper Hnpression on news 


tisers were really alert they 
inake 
paper and broadcasting executives. 
They would be hounding them for 
information; they would be trying 
to get the local media to sell “tie-ins.” 
They would be getting impressive 
store displays. ‘They would be hound 
ing local media tor publicity or tor 
merchandising cooperation. 

But do they? 


from local experts in cities 


Here are a few com 
ments 
ranging from 50,000 up to several 
million 


40 


An Illinois man says: “Many of 
the large companies do a good job in 
informing their personnel, but we 
can’t help as much as we would like 
to help because it’s an old agency 
practice to restrict media by holding 
information until the last minute.” 

From Rhode Island comes this ob- 
servation which, it turns out (see 
‘Table 1), was shared by many others: 

‘The soap manufacturers probably 
do the best jobs in alerting their ter- 
ritory men as to the local advertising, 
and the importance of working with 
the local media in the promotion of 
their schedules.” 

Another booster for the soap com- 
panies is an Indiana newspaperman: 
“Lever Bros, is extremely successful 
and well versed on evaluating and 
using advertising to its best advan- 
tage. Their salesmen and field men 
are always well informed as to what 
programs will be running, when and 
where, and what is to be accom- 
plished.” 

According to an approving Minne- 
sota respondent: “Procter & Gamble 
will often place an order through 
their agency, but the order will have 
no insertion date. The actual inser- 
tion date is supplied by the local 
salesman after he has made sure that 
This 
same procedure is used by General 
Mills and Pillsbury.” 

The respondents were then asked: 

“Do you believe that branch man- 
agers and their field men should be 
encouraged to take an active part in 
recommending specific advertising 
mediums—or should that be the sole 


his distribution is complete. 


function of the home office and the 
agency, with the field men confined 


to using the advertising?” 

Nearly all of the respondents be- 
lieve that home offices do not get 
nearly the help they should be getting. 
They cite instances to prove that 
when the branch men are encouraged 
to make recommendations, and when 
a fair share of the recommendations 
are acted upon favorably, the adver 
tising quickly becomes more resultful. 

Kight reasons favoring the encour 
agement of such recommendations are 
given in Table IT. 

One day the writer dropped into 
the office of an advertising manager 
friend to keep a luncheon appoint- 
ment and was asked to wait a moment 
while the advertising manager fin 
ished dictating a letter to his agency. 
‘The letter was an order for news- 
paper schedules in a score of cities. In 
one highly important market the order 
called for big space in a newspaper 
which was definitely second as to both 
circulation and advertising volume, 
and with no space at all in the big 
paper. 

Finished with his dictation, the 
advertising manager said, “That 
probably sounds like a crazy buy in 
Exville, but we are following the 
strong recommendation of our branch 
manager. If we went by the “book” 
we wouldn’t buy that paper, certainly 
not on an exclusive basis, but our 
manager knows the area better than 
we know it, and he tells us that with 
the second medium he can get better 
merchandising support than through 
the No. 1 sheet. He’s doing a great 
job for us in the territory —so why 
should we cross him up if he is will- 
ing to go out on such a limb?” 

In this case the home office knew 
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A RECORD NUMBER OF ADVERTISERS USED 


IN THE OKLAHOMAN & TIMES IN 1956! 


Last year the Oklahoman and sections. For more than 25 years, 
Times published 867 color units, they’ve printed up to three colors 
27% more than in 1955. and black in regular daily and 

In addition, the Oklahoman and Sunday editions. 


This know-how, together with 
the latest 12-unit Goss Headliner 


Times published scores of editorial 
features in r.o.p. full color—fash- 
press and other up-to-the-minute 
equipment, is currently responsible 
for some of the nation’s finest 
newspaper color production. 


ions, food, home and spot news. 
Color advertisers cite the Okla- 
homan and Times for double excel- 
lence—excellence in sales results— Use the extra selling power of 
and excellence in color production. color in your newspaper advertising 
For 40 years, these papers have in Oklahoma—in the newspapers 
printed their own 4-color comic that sell Oklahoma! 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


Oklahoma’s Greatest Media in circulation, 
in prestige and in buying influence. 


Represented by The Katz Agency 
Se Published by the Oklahoma Publishing Company 
Udchraad, | in Oklahoma City 


1 mov. res? 


One of the 5 FASTEST GROWING MARKETS in the Nation! 
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Dased upon experience 
ted his But, point out some of 
the le | IT edia Cxer iti ¢ SOTTi 
branch men are inclined to be emo 
ona the judgments, likely to 
iVvor personal rrienad Yet they 
or think it wise to damn the gen 
eral practice simply because a few 
nay have warped judgment 
let the local men sound off 
They're most likely to know of spe 
fic problems and media strength is 
i given market. But then should come 
i more thorough ( il lation by con 
pan executive ind the AVENCY 
I hat—-which sounds like sage advice 
comes from a southern newspaper 
Hhidati 
iron Washington Nien working 
in the field can feel the pulse of the 
lnarket ind know more thoroughlh 


the prestige of local mediums and the 


impact that can be attained b prope! 


se hreq iently the home office or 
the agency use the slide-rule method 
n buying pace and overlook many 
factors that might contribute to a 
more successful campaign 
“Advertising is a sales tool says 
i California man “Tf the branch 
manager doesn't want to make it part 
of his busines then he is an incom 
plete salesman So-called ad agenc\ 
field men usually are cutting their 
teeth in the business and can't grasp 


the complete picture on a brie I trip 


\lany take a seemingly sound and 
pragmati attitude that branch 
managers and their’ field men should 
be encouraged to recommend media 
because it will put them in the act. 


It would indicate a healthy interest 


(Table Ill) 


9 Suggestions for Increasing the 
Effectiveness of Ad Merchandising 


—s 


Get branch managers and men “in the act.” Discuss plans and 


strategy with them in advance. “Brainstorm” with them, Get their 


ideas. 


2, Give them their tools early (proofs, schedules, dates, etc.) ... but 


follow up regularly w 


meetings. 


= 


bulletins and as part of program at 


Make everything specific, National box-car numbers aren’t enough. 


What are you doing (circulations, costs) in the individual salesman’s 
territory, and the same for each important city market in his 


territory? 


4. If through your salesmen—plus businesspaper advertising—plus 
special cooperation from the media you use, you can create for your 
advertising as strong an impact on the retailer as on the consumer, 
you will have bought your advertising for about 47 cents on the 


dollar. 


5. Dollars are more understandable than any other unit of measure- 
ment. Show each salesman precisely how much the company is 
investing—for him, The breakdown figures necessary are available 
from all important consumer advertising mediums. 


6. Get advertising agency personnel to spend more time in the field 
with branch managers and their men, in visiting with local media 
experts, call on the trade, That will help build better mutual con- 


fidence, establish teamwork. 


7. To the best of your ability, trace your wholesale trade; make sure 
that consumer advertising and trade merchandising is strong where 
the people buy, not just where the stores buy. 


8. In introducing new items, let your salesmen fix the insertion dates 
on local advertising—to make sure that advertising doesn’t start 


before distribution is ready. 


9. Many more “tie-ins” would result from systematic mailing two - four 
weeks in advance of proofs to newspapers to be used in the 


in advertising per sé and would 
make the field people work more en 
thusiastically to tie in their adver 
tising at point-of-purchase.” Or as a 
Californian puts it, “It gives the 
manager a sense of participating in 
plans affecting his territory and defi 
nitely commits him to an all-out effort 
if his recommendation is accepted.” 

From the Pacific Coast comes this 
temperate advice. “This subject can 
be hotly contested, but I’m in favor 
of giving branch managers a big 
voice. ‘These men are responsible for 
sales in their markets. “They must 
know—or they will be replaced. Such 
a person can more realistically select 
proper mediums. A man on the scenc 
just definitely has an advantage over 
the desk-bound guy who tries to gauge 
a market on/y through a book of facts 
and figures.” 

From California comes a criticism 
of home offices: “Many of the branch 
managers are capable and well versed 
in evaluating and using advertising. 
But unfortunately there are a few 
companies that do not provide their 
field men with advance knowledge. 
This is pretty much concentrated in 
those few companies where there is a 
strict policy of not having the sales 
department ‘interfere’ with the ad 
vertising department's activities.” 

One man is extremely bitter, but 
so fearful about possible reprisals that 
he asks us not even to mention the 
name of his state. “We are up against 
the fact that a lot of agencies, when 
they take an account, have an under 
standing that the recommendations of 
field men and district managers are 
not to be considered. 

“Kellogg is a case in point. When 
the Leo Burnett agency took over the 
account a few years ago, in a sales 
meeting in Battle Creek the division 
managers were told, in no uncertain 
terms, that they were not to send in 
any more media recommendations ; 
the agency was assuming the full re 
sponsibility from then on. ‘This is 
stiff competition, especially from 
agencies that favor network broadcast 
media because it is so much easier to 
handle than newspaper schedules.” 

‘That charge may or may not be an 
exaggeration, but it most certainly is 
true that at Kellogg Sales Co. the 
merchandising of the advertising is of 
top-level executive interest. Mard 
Leaver, the company’s president, tells 
SALES MANAGEMENT: “All Kellogg 
salesmen are advised in meetings and 
by bulletins of our advertising and 
promotional campaigns in ample time 
to make contacts with their custom 
ers... several weeks before the pro 
Dates are furnished 


We give Our 


motion starts. 


as well as proots 


SALES MANAGEMENT 


né u nd aud 
n / ‘ 
Lev bre Co pointed ¢ 
ibove, led the field in tavorable men 
; about their activities in met 
‘handising the advertising program 


John | Clark assistant sales 
ver, tells SALES NIANAGEMENT 
It pa ott to have our men tull 


illa 


Ware of our advertising plan in ad 
ince so that they may capitalize on 
idvertising with our customers 


\dvertising is almost invariabl 


top oT discussion at oul sales meet 
ngs, and we are continually striving 
fo impres ipon oO ale ‘ people the 
mportance ot all advertising. Our 
nethod of keeping the sales force in 


tormed is tor each product manager 


o provide our sales department with 
pecifi hedules, and the sales de 
partment in turn passes this intorma 
oO to ill field people We vive 
them exact insertion dates provide 


hen with yroots of all newspaper 
| pal 


uivertising ind in certain instances 
give our district and area managers 
he pri lege ot choos ng the insertion 


late of new spaper ad\ ertising to coin 
ide with the operation Of a particu 


lar promotion 


Advertising Exploited 
Paul H. Willis ice- president 


(_arnation Co Says Since advet 
tising always has represented such a 
substantial part of our marketing e» 
penditure we have telt a great ut 
gency tor exploit ng it as fully as pos 
ible Wi employ a iriety of meth 
xis and devices to intorm and inte 
pret our idvertising program to the 
ales organization at il] levels ‘ 

Kor example in connection with our 
lairy products a comprehen e digest 


ent out at the beginning ot the 


ear to every men ber ol the Cyrocery 
-roducts sales organization. ‘his ad 
tising digest covers the full 12 
onths and includes details on na 
ional media as well i ipplicable 
( mal and local media [he intor 
nation lassified b iles divisions 
ind ile districts so that each man 
n the sales organization in deter 
| vhen i vi id ( 
ny he ile | a r ol 
throughout the year. Correction and 
heet re ent out on at 


Wi ao to some degre emplo 
rimmick ind irprise devices to 
park the interest of our salesmen 
We encour ive media to itilize sucl 

es ind make « al mailings 
ibject, of course, to our specie ap 
| ) il ina suthor zation 

I he responsibilit lor Keeping the 
sales torce inte rmed con erning out! 
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you have something 
to sell in a busy 
market you should 
remember that an 
advertisement in our 
newspapers is spread 
before the eyes of 
129,600 people in 
the Troy City Zone 
with $211,611,000 
to spend and that 
you buy a net paid 
circulation of 47,887 
at the low cost 

of 20° per line. 


THE RECORD 
NEWSPAPERS 


* THE TROY RECORD °* 
* THE TIMES RECORD °* 


TROY, N. Y. 
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“Ample 


satisfaction," says... 


& 


BUTLER MANUFACTURING company 


1000 ta” ye Sreert 


santas City le missOue 


aht tuman 


THE WALL STREET JOURNAL February 20, 1957 


W. Mor e Street 


ot Ra decided to test 
w recall it was st a year ago that Butler decid 


4 rail 
of advertising over-the-road liquid transport trar 


j pre-engineered metal buildings in THE WALL STREET JOURNAL. 


At that time we seriously questioned whether we « nuld detect me ir 


{ The JOURNA wm already eatensive business magazine 
se eo , ‘ 

xivertising prograr 

T f ] nt est additional advertising dollars was largely 
he final decision to inves 


based on the understanding that The JOURNAL reached a cross~sec~ 
f the men wt ntrol America's businesses and industries 
tion o 


sane al nake decisions on capital purchases 


he reaction to WALL STREET JOURNAL advertising from our Butler 

. Jers and Butler's salesmen proved that our efforts in The JOURNAL 
sia well received. Inquiries on the letterheads of America's lead- 
3 mpanies have given Butler ample reason for satisfaction with 


The JOURNAL 


Butler will schedule JOURNAL advertising for 1957 This time not 


test but with confidence in the value of the publication 
so 5 aud ’ 
Cordially yours, 


a Harold A. Edlund 
General Sales Manager 


HAE vim 


HOW TO REACH THE HIGHEST PEACH 


All over the 


have time for the ordinary sales approaches, find time to follow 


country, business executives who just don't 


up good ideas—and products. Your ad in The Journal triggers 
i dyna response from the kind of men who normally are 
hardest to reach. They just “happen” to be the men you want 
most to reach. They're the ones who have the most say the 


most buying power the most interesting plans about mod- 


ernizinyg IM proviny Moviny YOWIN, 


Circulation: 438,160 


THE WALL STREET JOURNA 
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NEW YORK, 44 Broad Si. and WASHINGTON, 1015 14th SL NW oe CHICAGO. 711 W. Monroe St. 
DALLAS, $11 Young St. © SAN FRANCISCO. 415 Bush St 


advertising is a direct joint venture ot 
the advertising and sales departments. 
‘The advertising agency through their 
product merchandising staff contrib 
ites importantly to the development 
of the material and program for in 
doctrinating the salesmen.” 

At Campbell Soup the new “adver 
tising year’ is sounded off at sales 
marketing meetings held during July. 
Salesmen are informed about the ad 
vertising plans for the coming fiscal 
year... Then each month they re 
ceive schedules of print and television 
advertising by products, lor two 
months ahead in luding complete 
territorial information as to medium 
and appearance date... he current 
advertising campaign is a topic for 
discussion at all local district sales 


meetings. 


Letters Alert Salesmen 


At American ‘Tobacco Co., R. B. 
VW alker, director of sales, uses letters 
to all salesmen to alert them on ad 
vertising both national and local. ‘The 
letters give specifics: in the case of 
radio or television, the stations, time 
schedule, duration of Campaign; in 
the case of newspapers and magazines 
similar specifics including, of course 
proots. ‘““‘We post them as far in ad 
vance as possible. As a general rule 
this is usually two or three weeks be 
tore the campaign starts ... I firmly 
believe that it ‘pays off’ to get advance 
knowledge of our advertising plans to 


Our men... (j;00d sales ammunition 
. helps men do a better all-around 
job... builds their background 


increases their stature as representa 
tives of our company, which I con 
sider important.” 

‘The complexities of federal and 
state laws make it no easy job Tor 
liquor companies to explain their ad 
vertising to salesmen and dealers, but 
in the judgment of our jury of local 
advertising experts, most of them do 
a good job. Bradley Houghton, ad 
vertising manager of Four Roses Di 
tilling Co., explains how it’s done in 
his company. 

“First, a presentation of a can 
paign is made to divisional sales man 
agers and divisional merchandising 
managers Ihis presentation includes 
an exhibit of advertising in prepara 
tion and the strategy involved, and 
occurs in January and July for the 
six months to follow. The essential 
are then forwarded to State man 
agers, salesmen and distributor per 
sonnel, 

“Supplementary to this meeting 
type presentation, each state Manager 
receives a copy oft his sé hedules 
proots, insertion dates, costs, circula 


tion (Editor’s note: Why don’t 


SALES MANAGEMENT 


COMING 
? May 10, 1957 


Sales Management’s respected 


) annual “Survey of 


Buying Power.” 


Then on 


Pm 


July 10, 1957 


for the first time as a separate 


edition Sales Management's 


exclusive 


"Survey of INDUSTRIAL 
Buying Power." 


PAPA OOO 


more companies work out cost figures 
ind tell each salesman prec isely how 
nuch the company is spending to back 
him up? At the o 


| ision of spe 
large size and/or 


il promotion ac 
color, with display tie-in), the alert 

reemphasized through the same 
hannels 

“The advertising program usually 
the focal point at every sales meet 
ng. 

At General Mills, In they have 
i ery special reason why their sales 
understand and use the 
ising program We yet 
from | | 


Cyrocers 


men must 
irrent advert 
Youngman, 


Produc ts 


the story 
Inanayel or the 


promotion de partmen 


ur interest sten from the in 


herent principle inder which Gren 
eral Mills operates, that our adver 
tising must perform a service tor the 
onsumer. In all of our advertising 


we ft! to give the consumer new 1de@as 
which can be transposed into more in 
cresting, tasty, and nutritious mea 


\s a consequence, the advertising we 


1} pla iall calls for o1 uygyest 
' 1d ' . | 
ems sold nm vroce ore ove! ina 
above the prod t o products under 
) own brar | ithe that ire be ! 
teat red 
Since th is the Da concept ot 


absolutely 


pecome 


( lvertising 

necessary that our salesmen fAnow and 

he thoroughly familiar th our ad 

ertising programs ind the contents 

of the ads themselve hecause this 1s 

the platform upon which he sells! H 
ells related fems to our own prod 

t isa complete 1d¢a to the gro el 


We therefore nend ever efttort 


ossible to inform our sales people 

tat wivanece possible six to 
eight week he id of out-date is a 
ninimun of le ad «time of the id 
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ertising which will Support a given 
t \lmost with 


furnish circulation 


promotion or prod I 
out exception, we 
data and/or audience data on a local 
basis if possible. We furnish advance 
proots of print ads at least six weeks 
ahead of out-dates for salesmen to use 
as a \ isual aid in his s¢ lling contact 
Mu h of every sale Ss meeting, whether 
on local, district, region or national 
basis 1s de oted to a discussion of ad 
vertising plans and copy in order to 
relate this to promotional programs 


lo i\ that wi belie ( thr on 


munication of advertising itormation 
to the sales organization ‘pa oft 


putting if mildly! We believe that 
vitally necessary 


to successfully sell our produ ts! 


\t the H. | Heinz CG. the \ Pp 
of sales | 1) scott takes a ver\ 


active interest in the merchandising 


the need to do SO IS 


of the company s idvertising cam 


; 


They do the Hany 


paigns types oO 


education and follow-up described 


in prior paragraphs outlining can 
paigns well ahead with roughs and 
lavouts, 
of finished 


with proots 


presentations at convention 
plans arming the ier 
supplying detailed data 


on print and broadcast scheduls 


Cooperation impresses 
In addition, Mr. Scott say \ll 


of our men are encouraged to send 


n tear sheets of tie-in ads, picture 
of displays, bulletins and other « 

dences of cooperation trom their a 
counts This material is displayed 


ind discussed at our convention in 


mMpresses manager with the Import 


tance that management place on tol 
lowing through in merchand) ny Oo 
idvertising 


On important and large-scale pro 


motional campaigns, a build-up lette 
ent out by the prod ict nanaye 
offering suggestions on how the can 


paign can be more effectively pro 
moted with the trade 

“We recognize that communi 
ations are a big problen 
i change ot pace I may write a pe 


onal letter to all sale 


large « impaign 
We aim to get double mile re ait 

K f 
f all ads Pre 


aler ition 
our book 


AGEMENT would like to add 


( 
worth ! 


MA» 


) 
| 
(l 


lo which SALI 


Heinz reach the ideal of buying a 


ertising for 47 cents on the dollar 
Lhe sixth part of the survey asked 
respor dents ror other sugyvestion ol 
how to vive branch sales per onnel a 
better understanding of what the 
home-ofhce advertising is doing for 
then Their suggestion are i} 
marized in Table II] The End 


WHAT MAKES 


A READER BUY? 


Nothing matches the power of am 


bition 


Wall Street Journal readers are 
men who keep getting ahead in busi 
ness. You see proof of this every day, 
in news reports about high positions 
and greater honors won by men who 
read The Wall Street Journal. Be- 
cause they're career-minded, they're 


advertising minded. A little analysing 


explains why 


To get ahead in business today, a 
man must be able to take advantage 
of every help that the market offers 
Often, such help takes the form of 
new or improved products, services 
or ideas that are made Known through 
advertising. Through the years, Wall 
Street Journal readers have learned 
to look on advertising as though tt 
were personal and business counsel 


Result They're not the kind who 
have to be trapped or tricked into 
mailing an inquiry coupon or asking 
for more information. They want to 


know 


Iheory? Hardly. If you could see 
the testimonials (for example, oppo 
site page) The Journal receives con 
tinuously, you'd know there’s good, 
solid fact behind the claim: No one 
is more responsive to advertising than 
the man who keeps getting ahead in 
business 

Want your ads to make more 
progress? Expose them to men 
who make progress. In The Wall 
Street Journal you'll be closer to 


the sale! 


survivors in the fight 


\mong 0) 
tor the ft; r-yrowing room air-con 
ditioner market, the No. 2 to No. 7 
i Sales ranking bear large and long 
known name (3-1 RCA, Philco 
Westinghouse, GML (Pb rigidaire) and 
Chrysler ( Airtemp. ) 

The asset 


aggregate $12 billion 
In a yood vear they can take cus 
tomers for a total $21 billion 

The No. / force in room air-con 
ditioning headquartered in a two 


tory red-brick building beyond the 


cemeteri ind amid the maze of 
warehouses in Maspeth, Queens, New 
York City Lhe man who, most ot 
ill keep \mericans Crisp ls youl 
lettuce’ ois a slender, wiry, dark, dy 


namic, 47-year-old son ot Ttalian im 
migrants 

chairman 
kedders-Quigan 


alvatore Criordano ts 
ind) president — ot 
Corp 

In 12 year ince Frank J. Quigan 
Lin of Queens gained control of 
hedders Manufacturing Co., Buffalo 
(jiordano has set sales to multiplying 
nearly 10 times. In 1947 F-QO started 
to market room air-conditioners. |: 
ilso made these units for others’ la 
bels, such as Crosley, recently a 
quired by Philco. For six years it 


46 


_ 


Arou 


has made all room air-conditioners 


tor RCA 
and-neck with Philco in the race. 
But Fedders’ own brand, adver 


tised nationally since 1950 


currently running mes k 


outsells 


both customers and other contenders 


In 1956, when industry sales es 
panded 4067, Fedders gained LOOG 

Ihe industry grew from about 
0.000 units sold in 1950 to about 
1,750,000 last year. Yet in contrast 


with 95% saturation in refrigerators 


ind other electri appliances onl 


7.4¢7> of homes now have room an 


conditioners. Customer satisfaction is 
suggested by the tact that the ave 
conditioned home” has 
Ninety percent ot last 


ears installations were made in 


ave room) all 


1.3 of then 


old” or existing homes 

In fiscal 1956, ended August 31 
Kedders volume climbed 37 to 
$65.1 million. More than half ot 
was done im room. air-conditioners 
and the rest in products ranging from 
handbag trames to automobile radi 
ators and refrigeration condensers to 
heating equipment, 

Csiordano (called “Myr. G.”” by his 
14,000 


shareowners that total assets increased 


issociates) could show his 


nearly 3067 to $28.4 million and net 


Fedders Sells Rings 
d the Giants 


By LAWRENCE M. HUGHES 


profit 347% to $3.2 million, Net 
worth of Fedders-Quigan Corp. rose 
6% to about $17.8 million. 

For 1957 Giordano has set his to 
tal sales target at $75 million. Next 
year he hopes to reach $100 million. 

One straw in the growing wind 
is the emergence of a “year-around”’ 
air-conditioning market. Normally, 
fall is Fedders’ and the industry’s 
worst season. But in the last Septem 
ber- November quarter Fedders’ sales 
doubled those of the same period of 
1955. And instead of the customary 
red ink for this quarter, Fedders 
reported in black: $188,191. 

The wind is becoming a gale or a 
hurricane, This, says Gioraano and 
his people, is the year of the big 

Sreak Through.” ‘To assist it Fed 
ders is lengthening and enlarging its 
idvertising. ‘The $3 million budget 
will be 500% more than last year’s. 
Space alone will take $2. million. 
\lost of it will be Fedders’ share ot 
co-op advertising with distributors. 

The “factory 
less emphasis on 


campaign will place 

“national” maga 
zines and more on Sunday newspaper 
magazines. Publications scheduled, 
starting in mid-March, are Better 
Ilomes & Gardens, Life, Living for 


SALES MANAGEMENT 


month after month... 


1512 million men and women“live by the book” 


...and the book is Better Homes and Gardens 


FPIiES EACH MONTH 


BH&G readers have more, buy more. For 
instance, only 23.6% of all people in the U. S. 
live in households where there’s an automatic 
washer. But among very frequent readers of 
“the book’’, 46.4% live in households that during the year... 


own an automatic washer! An average issue 


of Better Homes and Gardens is read by o 
15,500,000 people. One third of the 123,800,000 f Am 

people in the U. S. 10 years of age or older O erica 
read one or more of every twelve issues. That’s = 

44,150,000 readers of BH&G-—and over 40% 


of them are men. Meredith Publishing Com- reads Better Homes & Gardens ! 
pany, Des Moines 3, Iowa. 


* A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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IF 1T COMES IN A CAN, LET 


CAN BAND? THE MULTIPACK MERCHANDISER, 


INTRODUCTORY OFFERS 


PUT OVER YOUR 6speciat promotions 


MARKET TESTS 


WITH the CAN BAND LOADER, the small 
machine developed by CONTAINER CORPORATION, 


to bring you all these advantages at lowest cost- 


Here are the facts: 

* packs up to 50 cartons a minute 

* requires no capital investment—low monthly rental 
* feeds and loads cans automatically 


* easy to adjust, maintain, operate 


CONTAINER CORPORATION OF AMERICA 2.27 rer oe 


SALES MANAGEMENT 


nd The 
ntensive 
Markets Group ot 
This Week 

vill run in ay and ne... Also 
the kxporter 
While $7250.000 


ibroad do 


Satur 


series 


newspapers 


on 
only 
has 


fiscal 
! 


already 
1957 
ertising will 
mpressions 

intends t 
CO-Op advet 

ayo 
Fed 
co-op lines 
Agency, New 
air-conditioning 
Horace A. Laney Agency, But 


hea ny 


The Big "Break-Through" 
One tundred=s d hy 


(it) 1¢; ‘rs ot Fed rs 


| 
itors ana 


air-condi 
tioning have been girded for the 
Break-Through.”’ Last year, Fedde 
tells them, the industry finally “broke 
the ther 


ee of t bondage trom 


Sales started upward i 

ember 1955. Even a cold 
1 summer could not keep re 
falling. ‘The reason wa 

of the Masses. A 


? 


mometer 


De spring 


new 


a better air-conditioner, such a 
umpere, 344 hp. Supren 
(Americans 
onditionit og 
BREAK-THROUGH 
Make no small plans 
decad neat transtet 
ed 
made 


and 


iss of moving 


the 


igan 


\rrow 


uv. Ve 
heips 


Muscio, 
tackle 


(Bing) executive v-p, 


Giordano growing job 


“Mr 


stays 


G.” 


ahead «< 


| homas blyer cal 
fir Condition-eering 
Lhe new line 


and low look ; 


performance tor 


features thin 


bigger capacit\ nd 


bette! the ine low 


‘economy-priced tor vol 
exe | isive { 

that 

I hese 

a “complete range of 


Ices ledders 


women in 


power! 
elling 


Pressol 


nimournit 


I ibber 


sl imbe rs ona 


pillow and more con 


comiorrt el 


shown comtortin 


t ipartment nd 


Thomas H. Ford works with Muscio to 


coordinate expanding “businesses 


f 


“giants’ 


du 


S Boxer 


advertisir g 


Harold 


ts ind 


directs 


in 


$3 


Ex-floorboy Giordano sees that Fedders-Quigan 


selling 


million 


gram 


‘intensit ol a step deepe: 


by holding it 


t regional meeting 


| in J ick 


puto ind deales 


ony * Dallas, New York City and 
( hicago Le iler 


ire being told latest 


The Big “Lift” 


ch incenti Mr. Gs. a 
knowledge ! old as the appli 
mice busine the acation. trip 

e been offering ince J951 are 
low-voltag give the small dealet 
i break. Four ot ra 
ix or nine month end him oft tor 
1 week i Half of 


now win. A few il 


ales ove 


act, win a dozen trip annually. The 

an bring ilong the wite and young 
nother-in-law, and = even 
their doctor and lawyer. We're glad 
to have then ait all add to Fed 


ae? ex posure 


| 
ter ana 


lo qualil t iveraye deale buy 
} 


ibout 35 air-conditiones Some dis 


tributors « rs off atter win 
f 


ing a cert; rt oT Trips 


Cyior 


them ash in 


cash 


dano a 


leales uN 
| 


reduction 


the “big 


oF TOOK 


anto Domingo 
1956 

ail tall keddes 

OOO tor a week apiece at 
Contendet th lift’ included 
Las Vega \ ipulco and the Azores 
\ lot of resort 
ibroad find 


ind airlines, here and 
Kedders worth the 
wooing. 

Pan Am Airwa 
the “Dominican Re-discovery: \ 
iesta-hesta Holiday Adventure in the 
radle of the New World” (whet 
landed on October 12 


week ontin 


participated in 


Columbu 
1492) Because ea 
rent conn from the same region 
dealers and wives “meet. the 
bors.” \ redder 
each group. I-very other week Gror 


kdward ML. Becker 


Ae | for \ iveration Appliances 


neigh 
executive goes with 
sales man 


d tho 


which mis uir-conditioning 


nd other down to hold brief bus 


0 


ness meetings tor the going and com 


Ing groups. 

kedders claims to have done more 
than anyone else to pioneer and popu 
larize room air-conditioners, by de 
signing and pricing tor the ‘mass 
market.’ 
higher than competitors 


Yet its prices average 10% 


‘To sell quality en masse requires 
“merchan 


(sjio1 


a rather special type oft 


dising.” Among other things 
dano explains, “this means learning 
what the masses want, and then 
" iking sure that thes 


lo make the advertising reg 


ister, we must make people read. We 


know youl 


have to hammer home our story 

| don't ask the advertising boys for 

many ads. But I do say: ‘Make ’em 

right.’ 
“Nearly 


dle competitive ait conditioning lines. 


all of our dealers han 
We've got to give them extra reason 
to sell ours. We explain to them that 
we tell the consuming public a fairly 
nice story; that the public knows our 
reputation for quality ; « « « nat to 
millions Fedder MNCaANS all condi 
tioning. 

gut the carefully-calculated “story 

more 


pecihy 


The Big "Story" 


lt June three months before the 
fall trade-announcement meetings, we 
determine our story and how we're 
word is 


yong to tell it | very 


weighed. Props and other devices to 
forthcoming ‘exclu 


(Dealers’ first view 


dramatize our 
es’ are all set. 
the Unimount compressor was 
through a peephole!). * a hen we 
make sure that every distributor sales 
man knows the story. Our own peo 
ple go to every distributor-held dealer 
necting to see that they tell it right.” 
Mr. Gs. is not worried about the 
giants with whom he contends: ‘The 
full-line manufacturer can’t excel in 
ill divisions. He can’t follow through 
on all of them. He's slower, and 
trait-jacketed. Usually, he moves 
merchandise through a 
ommon pattern. A single distributor 
air-conditioners, ‘T'V, re 
appli 


his varied 


must sell 


frigerators and other major 
What can he concentrate on? 
What can he follow-through on? 


“The big fellows can outspend us 


- 


tices, 


inany times in total advertising. But 
on air-conditioners we make a strong 
Dealers will 
put their weight behind what the con 


ind continuing Impact 
sumers want to buy. Fedders gets 
to consumers, and I think 
moves faster and more effectively to 
Nearly everything 


closer 
meet their needs 
our competitors do promotes the fact 


that Fedders is first: 


‘l. ‘Thousands of homes lacked 
air-conditioners because of inade- 
quate wiring. So early last year we 
created a low (7'/) ampere unit to 
provide this comfort without rewir- 
ing. . . . By the end of the season 
competitors came out with low-amp 


! 
units: 


‘2. Many 
apartments wanted a 
conditioner to cool more than one 
room. Last June, Fedders introduced 
a conditioner with 1 hp. on 115 volts 
which cools up to 650 square feet. A 
offers ‘big 


people who live in 
window air 


major competitor now 


room cooling! 


3. Last September 
the trade about ‘thin 
units that admit more light and don’t 
stick out the window. We'd worked 
three years to cut both height and 
width in half, and at the same time 
.. By Decem 
ber all our major competitors were 
talking about theirs!” 

A selt-educated engineer, Giordano 


kedders told 
and low’ 


to improve efficiency 


regards continuous product progress 
as the basis of selling. Fedders is said 
to spend $2 million annually for “en 
gineering.” But Mr. G. recognizes 
that each chapter of the continuing 
“Story” can be only as good as the 
telling, at all levels. 

‘The company came late into con 
sumer-products, but made up for lost 
time. For the new air-conditioners 
Kedders hired men who had _ sold 
allied lines. 

Probably the 
not kept pace with the mushroom 


“organization” has 


growth. 

Production is done in five plants 
in four places Maspeth, ‘Trenton 
Buffalo and two in Newark. With 
four separate groups serving custom 
different 
problem of co 
ordinated ‘Top 
management is still centralized—but 
(Jiordano now has more help with the 


widely industries 
faces the 


development. 


ers in 
ledders 
sales 


helm. 


Giordano the Inventor 


The business of ‘Theodore C. Fed 
ders in Buffalo grew to include motor 
car radiators, unit heaters and cool 
ers, car heater cores, electric wate 
coolers, parts for electric refrigera 
tors. Meanwhile, in Brooklyn, Frank 
J. Quigan, Inc., became the largest 
maker of handbag frames (which it 
still is). 

In 1927, at 17, 
quit high school to become a Quigan 
“floor boy.”’ In three years he was 
to timekeeper, production 
salesman. At 24, when 


young Giordano 


advanced 
expediter, 


SALES MANAGEMENT 


SOMETHING 


fo 
| K Z, MISSING 


..- LIKE CALIFORNIA (W7AHOUT 
THE BILLION-DOLLAR 
VALLEY OF THE BEES 


V Actually, effective buying income of more than $2.5 billion 
¥ More than twice the retail sales of the Providence-Pawtucket e THE SACRAMENTO BEE 


metropolitan area 
* 
J Not covered by San Francisco and Los Angeles newspapers THE MODESTO BEE 
e THE FRESNO BEE 


A plance at the map hows you wil Coast new pape re 
from the whole answer in California. The ist dont ma 


I { dl fh 
impression in the independent Inland Vall \ ey familie ive ? 
their first loyalty to product they read about in their own Bee ‘2. 
newspapers J 

Dat 


M<cCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES O'MARA & ORMSBEE 


in the newspaper field, only McClatchy gives national advertisers three types of discounts bulk, | 
frequency and a combined bulk-frequency. Check O'Mara & Ormsbee for details | 
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There’s a million-dollars’ worth of 
sales-building know-how in the 
Perrygraf Slide-Chart Idea Starter 
Kit—and it’s yours for the asking! 

Yes, this kit will make you the 
expert on the sales tool which has 
been tested and proven by such 
major companies as AT&T, Inter 
national Harvester, Chrysler, 
Standard Oil, Westinghouse, and 
many, many others. You'll learn 
how to solve your company’s sales 
problems and 


e Get more qualified inquiries. ..to 
build cream prospects lists 
e Make salesmen more productive 


e Give salesmen a useful ‘door 
opener” and “conversation 
piece” 


@ Inject your product for considera- 
tion at the buying moment 


e Add related items to orders 


e Make your sales story easy to 
grasp and remember 


e Funnel demand to standard sizes 
and styles 


e Keep the product sold 


Why aren't you 
the Expert on 


Sales Tools? 
You can be...with the help 
of Perrygraf Slide-Charts. Send 
for FREE “how-to” kit today! 


What IS a Slide-Chart? 


A Perrygraf Slide-Chart, at the 
pull of a slide or the turn of a disc, 
gives information needed to 
specify your product. One simple 
operation selects the right item 
... solves essential engineering or 
mathematical problems... shows 
how your product operates. 


You can get results like this 

efficiently and economically. You 
just outline your sales problem... 
supply data sheets, catalog pages, 
engineer reports...and Perrygraf 
gives you the solution. Perrygraf 
handles the entire technical and 
creative problem —at costs that are 
surprisingly low! 
Get the complete story in Perrygraf’s 
Slide-Chart Idea Starter Kit. You'll 
get actual Slide-Charts...case his- 
tories of their use...and a handy 
form for outlining what you want 
your Slide-Chart to do for you. It’s 
yours without cost. So mail the 
coupon today! 


FREE Idea Starter Kit! Mail the Coupon Today... 
Get Your How-To Kit by Return Mail! 


| Perrygraf Corp., 
150 S. Barring 


1A @ PARTERS 


my industry. 
NAME 
COMPANY 


ADDRESS 


| 


| CITY & ZONE 


l 
Dept 5-47 | 
] ton Avenue, Los Angeles 49, Calif. | 
| | 
Please send me your free Idea Starter Kit—with | 
actual samples of Perrygraf Slide-Charts as used in | 

| 
| 
TITLE a | 
STATE | 
| 


Quigan moved to Maspeth he was 
plant superintendent. At 25 he be- 
came vice-president and acting chief 
executive; at 32, president. 

By then the Quigan company was 
deep in war work — specifically car- 
tridge clips. Lacking the screw and 
milling machines for these operations, 
and unable to get either the machines 
nor the scarce zinc, Giordano devised 
clips of steel, with stamped-out parts. 
His ingenuity stepped up production 
of 40 mm. clips 10 to 20 times, re 
duced the cost to the 
(for one 


government 
from $1.85 to 27 
and made them lighter, dura 
ble and accurate. Quigan also became 
the first plant to turn out in quantity 
30-calibre clips of steel, instead of 
brass. 

In 1945 Frank Quigan was named 
chairman and 35-year-old Giordano 
president of the new Fedders-Quigan 
Corp. Six years later, when Quigan 
retired, Giordano assumed both posts. 
Since then the company has intro 
duced under its own name water cool 
ers, several types of 


type, 
cents), 


radiators and 
heaters, and central air-conditioners. 


Building the Team 


Mr. G. has grown with his job 
but is there enough of him to go 
around? He tries to work closely 
with 2,800 employes. (“I want to 
know what and how they think,” he 
says. Now and then he suggests a 
better way to do a job.) Associates 
say he knows “at least half” of the 
7,500 air-conditioner dealers, and 
obviously he has learned a bit about 
their business. At odd moments he 
reads extensively in such areas as en 
gineering, economics and law. 

He works about 
(luncheons are in-the-shop 


12 hours a day 
“conte! 
Thus far 
he has managed only a one-day-a-yeat 
(usually the Friday be 
Day). Other Fedders 
executives keep long hours, too. 

Giordano controls about 100% of 
ledders-Quigan stock. 

‘The Board of 


between 


ences’), six days a week. 
“vacation” 
fore Labor 


10 divides equally 
“outsiders” and company 
executives. At this stage there are 
still only seven “officers”: With de 
grees from several colleges, ae 
(Bing) Muscio, 41, executive v-p, is 
the “egghead” of this 
Victor F. Melin, 48, 


the “old man.’ Last year 


group, and 
v-p for finance 
Howard 
(G. Williams, for manufacturing, be 
came the third v-p. Thomas H. Ford 
33, from RCA and Whirlpool, joined 
a year ago, and now serves as assist 
ant to Muscio. 

A pencil-drawn Sales 


chart shows W. W. 


Division 
Reeves 


sa les 
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ry 


\utomotive 
Chrysler Corp. cars) ; 
J. R. ‘Takats for Refrigeration Con 
Thomas L. Arnold for Heat 


ing, and Ed Becker for Refrigeration 


inager tor including 


radiators tor 


denser ; 


ppliance (air-conditioners Orher 
inits are Air Conditioning and Heat 
ing products” (or sales ot these 


lines for others’ labels), Contract 
\ccounts-Ordnance, Service, Statisti 
under Harold S. Boxer, Ad 
ertising ind Sales Promotion 


With Becket are an 


five regional and 20 district managers 


al and 


assistant s.m., 


i total manpower of 3 


Arnold nl Heating 


works on 


Thus far with 
(which also central air 
conditioning) are an assistant s.m., 
two field men and a share of the New 


York City 


through SU) manutacturet representa 


sales office. ‘Uhis unit sells 


es to jobbers and then to builders 
ind contractors 
Criordano told shareowners of re 
This vol 
ime of $3 million plus still was 


hardly 


tising-promotion 


ord heating sales last year. 


more than this year’s adver 
budget tor air-con 
litioners. But the Fedders folks have 
high hopes tor it 


They are setting 


out to put “romance” into heating, 


ind fo turn heating contractors 
otherwise known as plumbers ) into 


salesn en 


“Plumber Salesmen" 

When American Society of Heat 
ing and Air Conditioning Engineers 
met recently in Chi ago, one event 
was the second biannual get-together 
of Fedders 
reps. Instead of technical matters, it 
featured ““The Big Sell.” “We're 
introduc ing in heating Muscio says 
methods that 
worked in appliances 


heating manufacturers 


some of the have 


Among these 


are sales meetings sales contests, 


Co-Op ad ertising and dramatizing 
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followed 
\laspeth to Chicago. 

In unit heaters kedders may now 
rank second or third 


kedders from 


against su h 
Modine ) 


for less 


ompetitors as l rane and 


on convectors but ft ounts 


mn other types 


NIuscio told the assembled reps 


RCA, Crosle Remington had the 
benefit of Fedders-made ait cond 
tioners But Fedder outsold—and 
outsells—them with its own brand 
The difference marketing By 


making the most of our channels of 
listribution, of sales promotion and 


1iVeT 


can be first in heating 


too. (ne mator tob to help you and 


your peoy le to become better sales 
men 

Harold Boxer explained _ that 
though the bulk of Fedders adver 
APRIL 19 1957 


a the 


speed 


Now! 4-second copying 


os 


at a new low cost! 


Copies business tacts and figures as fast 
as you say, “No chemicals or negatives." 


All-new and All-Electri 


This modern, newly styled 


THER MO-FAX “‘Secretary’’ Copying Machine gives you 


CO} es of letrers, statements, orders, INVOICES and other 


business data right when you need them. You make Copies 


in i quick seconds for as little as 
5¢ each. All-Eleceri 
eliminates chemicals, negatives 
And 


all these exclusive 


machine 


and special installations 
now you pet 
advantages of the only dry pro 
ess copy maker for just $299.00* 


Send coupon below for details 


i 


Thamefet 


Y COPYING PRODUCTS 


t 


pnOOUe? o, , jy pr 
&, Me 

Y Theterms THERMO. FAX and SECRETARY are trademarks of Minnesota Mining & Mfg Co St Paul 
2 (4 ‘ 4) 
——-" 6. Minn Gen Export: 99 Park Ave, New York 16," ¥ In Canada P O Bos 


| Minnesota Mining & Manufacturing Company 
Dept. KL-47, St. Paul 6, Minnesota 


Send full details on the cost-cutting new THERMO-FAX 


Copying Machine 


Company 
Address 


| 
| 
| 
| 
| Name 
| 
| 
| 
| 


"Sec retary” 


Zone State 


_———— 


ising until now has been for air 
conditioning, heating benefits from it. 
He announced the “first ever offered” 
oop campaign with heating equip 
ment representatives. “Frankly, it is 
an experiment, But the more a man 
ells, the bigger promotion job he can 
do.” While heating will not yet sup 
port a ass approach,” Fedders and 
the reps both could gain from con 
centrated co op eftorts, 

Kedders would spend on a 50-50 
basis with heating-supply jobbers up 
to 5% of total sales. It recommends: 
(1) Local trade publications; (2) 
Regular publications of 
contractors and builders; (3) direet 
(4) participa 
tion in local builder shows, etc.; (5) 


association 


mail to trade factors; 


onsumer advertising with other par 
ticipants on completion of building 
project 

Lom Arnold told of the launching 
of Better Heating-Cooling Council, 
New York City (in which Fedders 
and 41 other producers and installers 
have become members), to “glamor 


ize’ the benefits of quality heating. 


Taming the Temperature 
(ther 
hedders’ 
(In Kedders room air-conditioners 
‘heat pump’ both 
heats and cools. A reverse cycle for 


equipment will) round out 


heating line. 
{ reverse-cycle 


central air-conditioning has been de 
veloped, but is not yet being mat 
keted ) 

Arnold described a Big Building 
Future: In addition to one million 
homes being built annually, “between 
now and 1975 more than $1 trillion 
will be pent for new plants.” (At 
current annual rate of around $40 
billion, capital goods expenditures in 
this period would total only about 
$700) billion.) 

“But don't neglect home moderni 
There are still 50 old homes 
tor every new home started. Forty per 


Zation 
cent ot all homes were built before 
1919, Americans will spend $7 to $8 
billion in 1957 to improve and mod 
ernize their homes.” 


heddes 


even the cost ot the reps 


has begun to share, 50-50 
meetings 
Attend 


ince at each should be at least 20 


tor jobber and contractors 


\leetings should be held early in the 
evening and during April, May and 
June—betore summer vacations and 


the tall 


\ “Big Sell” contest may be the 


‘heating season, 


first of a series ot year-around pro 
motions on heating. On sales between 
April | and June 30 the reps are 
offered a total of 45 cash prizes: 
First, second and third on each of five 


products in A, B and C classifica 


54 


tions, based on market potential. ‘The 
three prizes in each of the 15 groups 
are $400, $200 and $150. ‘The five 
product lines are baseboard, con 
vectors, wall fin, unit heater and 
Kedair. Winners will be determined 
on highest percentages above quota. 
‘They may share with associates (the 
80 reps average three or four sales 
men each) or use the money for sales 
awards or for 
among their customers. 


contest promotion 


As a “special bonus assist,” Fed 
ders is counting all sales billed 
through March toward the April 


June quotas! 

G. Worthington Hipple drama 
tized “Big Sell.”’ Northeast regional 
manager for Refrigeration-Appliance 
Sales, Hipple has hypnotized many 
an air-conditioning sales meeting. He 
gave the heating men the examples 
of Coca-Cola, Ajax cleanser and ‘Vide 
detergent to show that “the difference 


Fedders, the Giant-Killer, 
Makes New Sales Records 


Normally, Salvatore Giordano, 
president of Fedders -Quigan 
Corp., would rather talk about 
the second half of his fiscal year, 


which ends August 31. 


But with the growing year 
around market for air condition 
ing, plus expansion in auto- 
motive, heating and other divi 
sions of the business, Giordano 
told the New York Society of 
Security Analysts this month 
that for the half year ended 
February 28, Fedders sales rose 
40% to $33,484,159 and net profit 
after taxes was 
$1,373,979, 


period of a year ago. 


up 88% to 


from the parallel 


Giordano is counting on tak 
ing 6,500 to 7,000 people on next 
fall's dealer “air lift’ to Nassau, 


Bahamas. 


He expects total sales of room 
air-conditioners to rise from 
1,786,000 in 1956 to more than 


two million this year. 


between mediocrity and success is not 
the product but the advertising and 
merchandising: Trade on the adver 
tising! Merchandise it! Always have 
something dramatic to prove your 
point .. . Have you tried living with- 
out heat? 

‘Train your men to make the most 
of your sales points.” 

Hipple adapted a theme used at 
Kedders’ appliance dealer meetings: 
“Don’t be chopping wood 
that you can’t take time to sharpen 
your axe!” ... He recalled an early 
experience of his own with a big 
rubber company, which turned him 
loose on prospects after exactly one 
day of sales training. “Talk about 
the blind leading the blind! .. . Teach 
your men what to say and how to 
say it. Keep on teaching them. You 
don't have to do it—but your com 
petitor will.” 

Most of all, Hipple urged: “Spark 
enthusiasm!” 

He unveiled on a big easel pad a 
quotation from the late William 
Randolph Hearst: “If you want the 
public to get excited about your prod 
uct... first get excited about it 


” 
yourself. 


sO busy 


The Big Tomorrow 

‘The folks at kedders are more @x 
cited about tomorrow’s prospects than 
yesterday's achievements. ‘hat master 
ot ‘“dealer-incentive”’ plans, Salvatore 
Giordano, likes to think that air-con 
ditioning itself has “built-in incentive: 
Our industry is developing stability 
trouble-free 
products are a big new must tor con 
More people are sampling 
air-conditioning in more 
‘They'll demand it wherever they 
work or play or go. Our big potential 
is not in warmer climates but among 
the bigger centers of population—in 


and recognition. Our 


sumers. 
places. 


cluding the lowest-income groups. 

“Meanwhile, obsolescence already 
work. ‘The 
‘flivvers’ of yesterday are being re 
placed. People want more than just 
cooling. ‘They want a complete cool 
ing and heating system—circulating, 
cleaning, humidifying or dehumidi 
fying the air—with individual con 
trols in every room.” 

Fedders will acquire other com 
panies that “make sense to us,”’ Cror 


is at air-conditioning 


dano says. “But we aren't rushing 


into it Electronics offer oppor 


tunities...” 

Right now, however, this latter 
day “little giant” has plenty of selling 
to do to keep more people comfort 
able: We might all make out bette: 


with a change of air. The End 
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Food Sales per family are Retail Sales are Spendable Income is 


38% higher 41% higher 18% higher 


than national average * than national average * than national average * 


Bay City, Michigan 
a rich 5 STAR MARKET 


Home Ownership 
It’s an industrial city: 16,600 workers in 108 industries, 
making cranes, pre-cut houses, Great Lakes freighters, ocean is a record 76%* 
vessels, transformers, automotive parts. Factory payroll $75 
million. And we have 13,300 other wage and salary earners. 

76% of our families are homeowners. Since 1950, new homes 
built were valued at $52 million. 

Our annual retail sales are 41% above the national average. 
Spendable income, 18% higher. Food sales per family, 38% 
higher.* Car registrations are 1,115 per 1,000 families. Retail 
sales for Bay County were a record high of $135,000,000. ** 

Bay County’s 2,349 farms have an annual income of over . 

Pinecticceny 540 ships unloaded 
You can reach this compact, prosperous, responsive market 


3 . . 
through a single medium, only through the 36,545 circula- 3 /4 million tons of cargo 


tion*** of The Bay City Times. Be sure it’s on your schedule! 


on the city’s docks in 1956 


* SRDS 
** Estimated from Michigan Sales Tax collections—1956 
*** Average net paid circulation for November, 1956 


The Bay City Times « f nina 


[ é ‘eo ina Sunda ea 


Carried 15,016,176 lines of advertising in 1956 . Serving N. E. Michigan and its $150,000,000 tourist industry 


} 
Tee 
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SPAPERS 


NATIONAL REPRESENTATIVES: A Hk 


AAK Br MeQuillet 
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Sorry, 


No More 


“Surveys” 


But We Will BUY Them 


Pressure for additional copies 
of 1956 SURVEY OF BUYING 
POWER became so intense by 
November that Sales Man- 
agement, in full-page adver- 
tisements, offered to “buy 
back” used copies to at least 
partially meet demand of ad- 
vertisers and agencies for 
additional copies. Ad on left 
pulled 66 replies . . . only 
.003% of Sales Management 
subscribers were willing to 
relinquish their copies. 


Tet MAGALINE OF fame 


386 Fourth Avenve, New York 16,N. ¥ 
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lo ease the pressure on | 


tional advertisers and agen 


4 
; 


cies who find they have 

few sub scription copies oO} 

SURVEY to meet their needs 

ve stand ready 
t 


advance « 


A 


ew 
a e\'x 


NS 


accep 
ditional copies ($5 per copy) 
of the May 10, 1957 SURVEY 
OF BUYING POWER. What 


are VOUT requireme 


\ 


he 


Joe Clark is a salesman for 
one of your distributors. He is 
independent of you. His future 
does not lie within your com- 
pany. Chances are his over-all 
earnings are affected little by 
what he does for you. His inter- 
est in your product is limited. It 
must be, because it's probably 
one of many thousand items his 
employer carries in stock. 


What sort of fellow is Joe 
Clark? 


Joe Clark kissed his 
wite and kids good bye, got in his 
ar, drove to the ofhce of the Blank 
upply Co 


[his morning 


picked up his” mail, 
hecked on calls with the telephone 


operator, and told her where he'd be 


oday. ‘Then he got into his car and 


was off tor another day of calls on 


his customers 

Chances are you have never met 
foe Clark personally don't even 
know his name. But he is mighty im 


portant to you because he's the 


ls your products 


viiy u ho sel 
Joe Clark is a salesman tor one of 


He is independent 


of you. His future does not lie within 


your distributors, 
your company. Chances are his over 
all earnings are affected little by what 
he does for you. His interest in your 
product is limited It must be, be 
cause its probably one of many thou 
and items his employer 
stock 

What sort of a fellow is Joe Clark ? 


\ profile of the wholesaler’s salesman 


carries inl 


in the electrical field published some 
time ago shows him to be essentially 
a local man. He owns a home, he is 
married, he has kids. He works long 
hours. He has been in the business 
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How to Get More Distributor's 


Salesmen “Working for You" 


By ERNST E. 


for quite a number of years and is 
not apt to change employment tre 
quently 
he brings in the orders, his employer 


no doubt because as long as 


is likely to leave him pretty much 
alone. 

Joe Clark 1s employed, but his daily 
bread, his chance to better himsel{ 
depend on his “trade’’—his contacts 
with the group of industrial buyers 
(factories, shops or contractors) lo 
cated in and around his home town. 
He cultivates these contacts, both dur 
ing business hours and afterwards. He 
Ss a joiner, wants to make friends 
and is likely to grab any opportunity 


for local publicity or Civit prominence 
that presents itself, 

Let's face it, Joe Clark is in busi 
ness for himself. He can change jobs 
it he doesn't like the boss or the firm 
that employs him. He can also select 
the lines he actually “sed/s” and con 
centrate on certain suppliers’ prod 
ucts, neglecting others. But he can 
not change his market and his cus 
tomers. What are his opportunities ? 
In essence, they depend on how good 
a servant he is. 

In many respects, he can do little 
to be a better servant than others. He 
usually works in a competitive area. 
lhe products he offers are often the 
same as or equal to those offered by 
his competitors. The services of his 
company are basically the same as o1 
similar to the services offered by com 
petitors, 


WACHSMUTH 


His opportunities to get a bigger 
share of the available business con- 
sist simply of being personally ac 
cepted by the buyer. ‘Thus he strives 
to service his accounts conscientiously, 
by handling details promptly and efh 
ciently: delivering an immediately 
needed item quickly, keeping the cus 
tomer informed about new products 
and developments in which he may 
be interested. 

With this picture of Joe Clark and 
his job in mind, it makes sense to 
consider carefully and define clearly 
what specific part of the selling func- 
tion he can be expected to carry out 
for you. 

The statement that he is “just 
an order taker’ is in many respects 
true. Every salesman is an_ order 
taker in some way. A major difference 
between your salesman and the dis 
tributor’s salesman is that the distri 
butor’s man does less creative selling 
because he cannot be an expert in 
every line he handles. One of the 
most frequent errors committed by 
manufacturers in their dealings with 
their distributors’ salesmen is that 
they fail to realize this simple truth: 
No salesman is capable of knowing a 
great deal about any one manufac 
turer's product or line if he does his 
job right and knows something 
about each manutacturer’s line he 
handles. 

Furthermore, it is a fact that dis 
tributors’ salesmen tend to have fav- 
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Another thinly disguised WJR Success Story 


Say, who is this guy “Milk” up at WJR, anyway 7? 


Well, fellows, ‘“‘Milk’’ offered a lot of weight- of good advice on how to lose weight, still eat lots 
conscious listeners a chance to eat heartily and and, naturally, drink lots of milk. 


take off pounds simultaneously. The offer was made on a noon newscast. Of the 


_— 4,255 requests, metropolitan Detroit accounted 
Any wonder they addressed 4,255 letters to 


coe for nearly half. 
“Milk,” WJR, Detroit 2, Michigan? 


Whether you want to sell Detroiters, or the more 
That was the address for a free booklet offered by than 16 million persons in the Detroit-Great Lakes 


an advertiser who sells milk. The booklet was full market, your best buy is WJR. 


The Great Voice of the Great Lakes 


WIR... ‘ 


50,000 Watts CBS Radio Network \ ‘ 


Ke proud of your communit ‘ 
Work for better school ' 
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ONE OF THE 


FIRST 100 MARKETS 


ROCK ISLAND ARGUS 


AND 


MOLINE DISPATCH 


Two Evening Papers 


Soft-Spoken Industrialist 


Ernst E 
Germans who have learned to speak English correctly so often have. 
A short, stocky man, he earned his degree as Dr. of Engineering at the 
University of Freiberg, Germany. In the US he has been a metalurgical 


Wachsmuth has the cultured, almost-hypnotic voice that 


Separately Owned 


that cover 
3 out of the 4 
QUAD-CITIES 


Rock Island © Moline © E, Moline 
Without Duplication 


engineer for American Smelting & Refining Co., technical advisor 
for Revere Copper & Brass. Since 1950 he’s been owner of Ernst 
Wachsmuth & Co., which specializes in the industrial field. He is, as 
well, president of F. Herland Machinery Corp., sales organization for 


presses and other industrial equipment 


pyrite \nd the 


to give your product first mention in 


have the opportunit \Mlany manutacturers do not take 


the trouble of defining systematicall) 
QUAD. CITIES’ LARGEST 
COMBINED DAILY CIRCULATION 


1 good many cases when the just what they expect the distributor 


tomer does not specify brand, for salesman to do, Some consider it self 


example, and when prices are the evident. Some are overoptimisti 


tiie He may tell the 


our new product He may call the 


ustomer about 


istomers attention to a recent im 


provement Hema explain why you 
line has it all over that of your con 

MOLINE . ~ 
Just what can you expect” tron 
loe Clark? Is he ipable ol carryin 


hro oly thre ile ol your product 
ngle-handedly? Is he onl to bird 
+} 4 ‘ 


ado in open Cc Wal lor i il] Oo! 
> Will he be able 


| 
ine i job INnNVvVOIVINY you! ine 


our own field n 


and i. 


Do you teel he can introduce your 
new p oduct ? Can he be relied upor! 


ROCK ISLAND to know enough to represent it prop 
: erly? How much and_ how little 
hould he know? 
lhe answers to these questions de 
pend greatly on the character of yout 


dduct and the type of establish 


t} r} hich ’ distribute 
REPRESENTED BY ALLEN-KLAPP CO, rough Ww ribu 


Some shrug it off as a hopeless case 
()thers believe that pressure on dis 
tributor management through highe: 
discounts special deals, entertainment 
will produce extra effort and interest 
on the part of the distributor’s sale 
man. Be this as it may, it helps to 
have a clear picture ot Joe Clark a 
work tor you 
on poli make up your catalo 


when yo dec le 


you! sales training ma 


prepare samples and oth 


work out 
terial 
iles helps ind plan your fielk 
mans activities 


How can you get Joe Clark to 


carry out his part ot the sales job? 
Obviously, by providing incentives 
convincing him that it is somehow in 
his self-interest. 
It has always struck me as odd 
that the amount of effort spent or 


research, engines ring prod iction, pro 


motion and advertising depends ot 
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+1 yXueY LIVING 


Its 


An Actual Prize Home. Your prize 
winners open the new 1958 Prize 
300k and see a Dream Home—a 


home that channels their dreams into 


greater sales effort! 
m >. Sales Training Hints. Tells 


your prize winners what they can 


win and how to win... 8 


pages of sales training material in 
simple, interesting form 

> . Tool and Hobby 
Section. Inspires your men to want 


to win the tools that move them closer 


to their dream home! 
> Flexibility. You can 


tailor the new Prize Book to your 
specific motivation objectives what- 


ever they may be training, safety, 


" absenteeism, etc. as well as sae’, 
The Ultimate in Most-Wanted 


Prizes. 1500 nationally-known lux- 
ury prizes in full color to excite your 
to link 


their effort to your sales aims! 


men—and their families 
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Here is the ultimate in manpower motivation READY TO HELP YOU BUILD 
YOUR SALES 


It crystallizes every man's desire for a Dream 


It's Belnap & Thompson's big new 1958 Deluxe Prize Book 
Home, actually Drings the 
Dream Home to life, and makes your distributor lealers and sale 


men want 


to trade extra effort for merchandise prize: 
The Prize Book invites your men to start building their home of tomorrow, tod 
ir Dre im Home 


»bby of better livin 


step by step, one prize at a time. It helps them visualize the 
invites the entire family to plan ahead and make a h 


And, as your men build their Dream Homes, you build your sale 


See for yourself how an incentive program Duiit around this colortul, exciti 
new ‘Dream Home” Prize Book will help make your sales dreams come true 
Send today for your free Executive Copy — proudest product of more than 30 
experience in motivating manpower through merchandise 


Belnap & Thompton,, Jue 


Dept. 67,106 South Wabash Avenue * 


-hicago G, illinois 


Gentlemen 
Please send me my free Executive Copy of the new 1958 B&T Prize Book 


Name 
Company 
Address 


City Zone 


whiat done at the point-ot-pur hase 
whom the manufa 
turer of the product has little if any 
control, The most advanced design 
the best qualit the soundest mar 
keting plan will not pay off if the 
distributor ilesman does not cart 


through his part of the teamwork 


()n the other hand. even the slight 
est increase in his effort on a manu 
ature behalf, multiplied by hun 
lreds of Joe Clarks, will result in 
ibstantially increased sales 
[his condition was strikingly den 
trated to ometime ago, when 
ve a ial Zed the iif or a lient who 


Vas Marketing equipment thro igh au 
tomotive jobbers. 
difference 


formance ot 


a vast between the per 


individual jobbers han 


dling the line on a selective basis, but 


if appeared that only one or two of 


the salesmen employed by an indi 


idual jobber 


were 


most, if not all, orders our client had 


received from. this jobber. 


What can you do to increase the 


number of distributors’ salesmen who 


>? 


are ‘“‘working for you 


Because Joe Clark’s main objective 


to serve his customers, he is natural 


| interested in the user benefits in 


NOW! 
SALES INSURANCE 
AVAILABLE! 


ly yOu 


ell via Industrial Distributors, here is a low-cost way to keep your 


company and your products vividly identified in the minds of each of your 


distributor salesmen 


identity 


NO. OF NO. OF CALLS PER 
DISTRIBUTORS SALESMEN MONTH 
100 600" 72,000» 

25 750 90,000 

150 900 108,000 

200 1200 144,000 

300 1800 216,000 


on every Call they make. It costs so little to insure your 
via INDUSTRIAL DISTRIBUTION 


you can't afford not to do it. 


COST PER MAN COST PER CALL MONTHLY COST 


PER MONTH PER MONTH = PER M CALLS 
$ 58+ $.0048 $4.80 
ar er 
388 0032 3 o 
292 0024 a 
195 0016 l 60 


x 6 salesmen, average per distributor 


y 6 calls per day, average 


Write for your personal 
copy of new booklet... 
“INDUSTRIAL 
DISTRIBUTORS" 


62 


20 days per month, 720 calls per distributor 
7 all costs based on 1 page 12x rate 


LOW COST SALES INSURANCE via 


Industrial 


Distribution 


A McGraw-Hill Publication (ABC-ABP 


3130 W. 42nd St., New York 36, N.Y 


Not only was there 


responsible lor 


herent in the product. Customer sat 
isfaction is important to him. But, 
in addition to user benefits, there 
are often more direct rewards to the 
distributor which the 
manufacturer may fail to capitalize 


salesman on 


or, more often, does not fully realize. 


Way to Build Volume 


lor example, we found that some 
of the jobber’s salesmen who were 
doing an outstanding job in selling 
our client’s equipment to automotive 
garages did so because they learned 
that, with the equipment available, 
these garages would be capable of 
handling a much larger volume of re 
pair work, and perform specific en 
gine rebuilding jobs that they could 
not handle before. Thereby they 
would become buyers of pins, piston 
rings, and other related parts. “hus 
the sale of our client’s equipment, 
which carried only a modest commis- 
sion and a limited amount of after 
market sales, became to these sales- 
men a means to the end of building 
up their customers’ purchasing vol 
ume. 

It might interest you that we 
checked these cases, and found several 
where the jobber’s salesman had in 
creased his volume of orders from a 
comparing 
the six months before purchase of the 
equipment with the six months there 
alter. 

Here was something that could be 
used in creating an incentive among 


customer by up to 100% 


many more jobber salesmen, and our 
client used these case histories for an 
effective direct mail campaign. 

I mention this éxample because | 
believe that it pays to study all possi 

giving your distributor's 
a more than 
terest in your products. It seems to 


bilities of 
salesman “average” in 
me that in advertising and sales pro 
motion fo the distributor entirely too 
much emphasis is put on user benefits 
and not enough on distributor sales 
man benefits. 
We analyzed 
a random 
tributor publications. We found that 
only 31% of the manufacturers’ ad 
vertisements mentioned any distribu 
tor benefit at all. And of these 31%, 
only 10% contained a direct incentive 


recently the ads in 
issue of one of the dis 


for a distributor's salesman. ‘Vhe rest 
dealt in broad claims that it is “profit 
able to sell the line,” that the manu 
facturer “helps with promotion and 
advertising,’ that the manufacturer 
; enjoys customer acceptance,” “ren 
ders good services.” 

Whatever 


ing 1s given to the distributor's sales 


information and. train 
man should be strictly in line with 
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DETROIT 


MEANS BUSINESS 


on-the-spot retailers use 
THE NEWS for “money” reasons! 


When you want to know which newspaper pulls best in a market, just check with 
the local retailers. In Detroit, retailers’ overwhelming preference for THE NEWS, 
year in and year out, leaves no doubt of its greater pulling power. 


To keep you current on retailers’ thinking, Media Records for January-February 
show that the lead of The Detroit News over the other two newspapers is 
widening. The News carried 51% of all retail advertising during that period... 
and The News’ gain over January-February 1956 is more than the gain of both 
other newspapers combined. 


Detroit's retailers know, too, that The News delivers the largest circulation of all 
three newspapers in the trading area where 98% of Detroit’s retail business is 
done! In Detroit, do as Detroiters do, USE THE NEWS. 


The Detroit News 


WEEKDAY CIRCULATION 453,579 * SUNDAY CIRCULATION 566,471 


Eastern Office .. 260 Madison Ave., New York Chicago Office . . 435 N. Michigan Ave., Tribune Tower 
Pacific Office ... 785 Market St., San Francisco Miami Beach ... The Leonard Co., 311 Lincoln Road 
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FRECKLE 
HAMPION 


THINK THIS IS COVERAGE ? 


Pretty good coverage, isn’t it? But we can beat it in “Test 
U.S.A.” The South Bend Tribune saturates South 


Town, 


paper 
for free market data book 


outtu 


ee 


Bend’s City Corporate Area (108.9% family coverage) 
reaches 90.6% of the families in the South Bend Metropolitan 
Area! The beauty of this is that you can completely covet 
this market, one of America’s richest, with only one news 


for the low rate of 30 


Franklin 0. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. « 


—_—_— 


and 


a line! Learn more. Write 


7 Counties, 1/2 Million People 


NATIONAL REPRESENTATIVES 


provement in the catalogs published 
by manufacturers. ‘Chey say that most 
italogs are poorly arranged and it 
is dificult to what 
looking 


locate you are 
also the fact 


that the loose-leaf catalogs used by 


for. ‘There is 


many manufacturers don’t stand the 
vatt and keeping them up to-date is 
onsidered too much trouble by the 
ilesmen 

In yoing out on calls with sales 
men we have found that most cus 
tomers are likely to ask a limited 


umber of standard questions. Some 
mes the salesman has to pull the an 
wers to these questions out of more 
naterial than he will ever 
One of the 


a distributor's salesman to 


use, 


most eftective means 
ot getting 
remember your new product and men 
tion it to the customer 
He 
because they give him 
thing to talk about.” 


can show 


is attractively 
like 
“some 
It helps if he 
the customer that he is on 
the ball. But many manufacturers in 
passing out samples rely entirely on 


packaged samples seems to 


them 


the distributor’s salesman to make up 
his own presentation, instead of tell 
it and how 
to answer questions as to application, 
and comparisons with 
products. This informa 


ng him how to present 


laracteristics 


orp titive 


tion should be given to the salesman 
in a 
and 


he can easily understand 
Also, it should be 
supplied with the sample, not later, 
as is so often the case. 


‘The 


communication to 


form 
remember. 


most important channel of 
the distributor’s 
salesman is your own field man. His 
relationship to .the distributor’s sales 
man, the degree of help he renders, 
the thoroughness of his knowledge of 
your 


line are ith Many Cases decisive 


your success in the territory. As 
we know from talking to distributors 


salesmen, they are quick in sizing up 


tor 


your man. And they identify him 
with your company. 

Distributors’ salesmen agree that 
sales meetings can be of real value. 
However, they have learned that 
most manufacturers salesmen are poor 
teachers. ‘They are likely to “sell” 


Joe Clark on the product rather than 
“help him sell.” And they often fail to 
realize the fundamental difference be 
tween his sales function and their own 
job. Consequently, there appears to be 
a growing tendency among distribu 
tors to permit only the best qualified 
and best prepared manufacturers’ 
salesmen to take up the time of their 
salesmen, 


The End 


SALES MANAGEMENT 


COVERAGE 


AMERICAN AIRLINES ®AUR 


$7.50 is all it costs for a 
typical 100 Tb. shipment 
from New York to Chicago 3 
. only $18.80 from § 
Chicago to San Francisco 


greatest coverage of key cities enables American to 
serve sales executives better than any other airline! 


To be sure of fast forwarding and dependable on-time deliveries, specify American Airlines 
Airfreizht. Because only American offers direct, one-carrier service to 17 of the top 20 retail 
2 ; | 


markets, 13 of the first 15 wholesale markets, and 18 of the leading 20 manufacturing centers. 


AMERICAN AIRLINES AIRFREIGHT 


flies more freight than any other airline in the world 
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x Show it in STY ROW and sell it! 
Your pac kaging It has to be seen to be sold Here IS packaging that doe S youl 


selling where it counts... right at the point of sale 


Distinctive plastic containers made of Styron® put your product 


a 
showma nship on display to clinch more of those lucrative impulse sales. And 


their complete protection en route and on the counters guard 


the freshness and flavor that assure re peat sales. 


* 
be ims at Dow lime to give your product a sales lift? Then let Dow Packaging 
gq SETVICE 


help you put the showmanship in your packaging that 


means a fast-moving, se I] out perlormance 


SAL 


} 


Salernc 
GRAHAIl 
Cracker 


MADE WITH MILK AND HONEY 


Bonten: 
wisconsin 
Old Fashioned 


Show it in SARAWN WRAP and sell it! 


Never has flexible packaging done so much for flavor for 
freshne for sales! 
Che sparkling beauty and satin softne of Saran Wrap* give no you CAN DEPEND ON 
hint of its toughne ind protection. And its transparen puts on 
how of ippetite appe il hopper cant resist 
The Saran Wrap hall K of protection on r package tell 
iomemakers youre giving them the best. D Packaging Service 
ready to h Ip t} ght pach ! ur pr duct 
Write today! THE | HEMI MI lidland, Michigan 
| ka Se PS ( 


st. * PAUL 


- THIS TWIN'S INA : 


LATHER OVER - 
Dovel : 


Excited? You just bet they're excited. St. Paul's buyers 


have worked themselves into a real sudsy lather over new 
on-the-market Dove! According to the all-new-from-cover-to- 
cover 1957 St. Paul Consumer Analysis Survey, they love 
Dove so ardently that it’s the preferred product on better than 
10 percent of St. Paul’s soap trays after less than a year 
on the retailers” shelves! 


What on earth did Dove do to deserve such an in 


Stantaneous display of enthusiasm and acceptance? 1, They 
made a good product. 2. They promoted the daylights out of 


it 
st 


with a consistent hard hitting advertising campaign in the 
Paul Dispatch-Pioneer Press! 


Brand Preference in St. Paul 


BRAND 1957 1956 
Brand A 21.9% 26.2% 
Brand 8 19.1 21.0 
Brand C 12.6 9.1 
DOVE 10.8 


When St. Paul's shoppers head for their store or dealer's 


do they look for YOUR product . or do they over-look it? 
Just a glance at the 1957 St. Paul Consumer Analysis Sur 
vey will tell you. This comprehensive study reveals the buying 
habits and brand preferene es of the 486.100 people in the 


a, 


Paul Market* who spend 596 million dollars a year . , 


and who rely on the Dispatch-Pioneer Press to bring them the 
“buy-word.” For your copy, contact your Ridder-Johns rep 
resentative or write, using your company letterhead, to Con 
sumer Analysis, Dept D 


_DISPATCH 


Rt ooeermR 


NEWSPAPER 


"Ramsey, Dakota and Washington Counties 
Source May 10, 1% Sales Management 
Survey of Buying Power 


REPRESENTATIVES 
RIDDER-JOHNS, INC. 
NEW YORK - CHICAGO - DETROIT 
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PIONEER PRESS 


SAN FRANCISCO -LOS ANGELES 
ST. PAUL - MINNEAPOLIS 
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THE HUMAN SIDE 


\s you read this a Scandinavian 
Airlines plane will land at Interna- 
tional Airport and a suave Danish 
gentleman, with a relieved smile, will 
emerge. He’s Peter Heering, head of 
the 160-year-old Danish firm of Peter 
I. Heering, manufacturers of Cherry 
Heering, a liqueur. And he ought to 
look relieved. He and modern meth 
ods have solved a problem his dad, 
granddad and great granddad thought 
insoluble: pilferage. Pilferage by 
CTOWS. 

For each one of those 160 years 
Danish crows have been saying to 
“Let’s fly over to Heer 


Nothing 


Scarecrows they 


each other 
ing’s. Ihe cherries are ripe 
discouraged them. 
cawed at. Loud noises they flicked a 
wing at. ‘Tree coverings they ate 
right through. And every year for 
160 years some of the company’s 
choice cherries went down those black 
gullets—and some choice profits went 
down the drain. 

And Heering needs every one of 
Since 1948 sales of his 


have tripled 


Heering accounts for 90% 


those cherries: 
prod ict in the U. § 
Cherry 
of Denmark’s total export of liqueurs 
and cordials. Since starlings eat ap 


proximately 25% of the fruit unless 


they’re stopped and Heering Says one 
year they ate 40,000 pounds of 
cherries at a going price of 40 cents 
a pound—you can readily understand 
why Mr. Heering was desperate. 
Recently, however, Mr 
called his New York public relations 
Carl Byoir & Associates, Inc. 
and announced, 
jubilantly, that he had solved the 


crow problem. How? countered the 


Heering 


people 


trans-ocean and 


p.r. people delightedly, visualizing 
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BY HARRY WOODWARD 


stories that would much 
Cherry Heering publicity. ‘“Why,” 
said Mr. H., ‘we caught one of the 
birds and we tortured him and he 


garner 


made the most terrible noise and .. . 

‘The noise made by the listening 
p.r. man outdid any Danish crow. 
“You can’t say that,” he bellowed 
“Americans don’t like people who 


torture Why the ASPCA 


would denounce you. Humane groups 


birds! 


would boycott you 

Mr. Heering made wounded 
sounds. ““You don’t understand 
you don’t understand,” he kept mut 
tering sadly. Develops the p.r. man 
really didn’t understand. For this is 
Mr. Heering did: 


After years of watching the crows 


what 


flying off with his profits he decided 
that if science had been able to cure 
pneumonia, kill mosquitos without 
swatting them and take your appendix 
out while you watch, it certainly 
should be able to get rid of 
pesky crows. And after intensive in 
vestigation he found that 


could, With a tape recorder. Yes, the 


tape recorder, beloved of musi 


some 
science 


lover 
iS helping gourmets, too 

First Heering had weather balloon 
rigged at a height 400 feet above the 
orchards. Halfway up the cable wire 

stufted 
as though in flight. As 
the first crows swept in and gaped at 


were fastened hawks with 


wings spread 
the unexpected sight, Peter Heering 
played his trump card. A watchman 
per hed high in a lookout tower 
pulled a loudspeakers 
throughout the orchard began to blare 


switch and 


the tape-recorded screams of a fright 
ened crow. 


“They were panic-stricken,” 


How to Milka GHEE RR Y 


hortled Heering. ‘“They beat a dis 
orderly retreat. A few even returned 
some of the stolen cherries,” he added, 

Overjoyed with this bloodless vic 
tory, he now regards such defense 
measures as shotguns and gas weapons 
as primitive and obsolete. 

Mr. Heering is in this country on 
his annual speaking trek. He was 
educated in England, so speaks per 
fect American and he makes a yearly 
trip to the states, talking to liquor 
dealers, distributors and trade associa 
tions. With him, wherever he travels, 
goes a large supply of trick knives, 
with tiny ball bearings concealed 
making them impossible to open un 
less you know the secret, and cases 
of Cherry Heering miniatures 

In this country New York State is 
his best sale \nd New York 
City, where nary a cherry grows, is 
his best market in the Western world 


The 


Schenley Import Co, Heering is com 


territory 


5. distributor for the liqueur is 


ing here to talk to them about spend 
ing more advertising dollars—among 
(The ad budget is di 


rectly tied to the product’s sales and 


other thing 
iles have consistently increased dui 
ny the postwar yeat 
Cherry 


mets, is not everybody 


beloved ot our 
drink. It’s on 
ubtle after 
taste. At a luncheon last year when 
he was here, Mr 
to a lady food editor for a major 
New York City newspaper. When 
ordial time arrived Mr. H.., as is his 


wont, called for a Cherry Heering. 


Heering 
side and has a 


the sweet 


Heering sat next 


asked the lady, “can you 


“How 
drink that sweet stuff?’ 
“Tl have to,” replied Mr 


“T make it.” 


Heering. 
The End 
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American Bitumuls Subsidizes 
Outside Study for Sales Engineers 


e FIRST OBJECTIVE: to make men more efficient in their present jobs. 
e SECOND OBJECTIVE: to help prepare men for the bigger jobs that 


are opening in a fast-growing company. 


© THIRD OBJECTIVE: to find and develop sales talent in other departments. 


American 
Co. Is 


tion’s economy as a whole Such a 


Bitumuls and Asphalt 
expanding faster than the na 
situation pell hunger for sales man 
power! 

Says C, EF. Neill, in charge of the 
sales training program: “We need 
to take every opportunity to make 
existing men better at their jobs to 
help them prepare themselve for 
more responsibility and higher posi 
tions, and to develop candidates for 
elling trom likely material in other 
departments of our company 
American Bitumuls |} 
encouraged its field 


kor VCal 


{ 

representatives 
to broaden their 
More than half 
of them at their own expense have 


taken 


contribute to thei efhciency and un 


now 8O in number 


educational range 
self improvement courses that 


derstanding Now the company 1s 
paying three-fourths of the cost. of 
uch courses and the men are more 
enthusiastic than ever about develop 


ing their potentialities on the job 


Offered to All Employes 


‘The formal plan was started a year 
ago when American Bitumuls’ parent 
Standard Oil Company of 

idopted its 
Refund Plan for its employes and 


those of its subsidiaries 


COMpany 


California Educational 


\merican 
Bitumals put the plan into effect im 
mediately, offering it to all of its 800 
odd employes Any employe may 
elect to take courses which will cost 
the company for its participation, in 


i vear, not more than $150, or 75% 


of the total cost of the course, The 


employe stands the other 250/ 

The individual decides on the 
courses, either alone or in conterence 
with his direct supervisor, and this su 
pervisor must approve the choice. 
There is a stipulation that the courses 
chosen be of benefit or assistance to 


the employe in his career in the com 


70 


pany. (Hobby-type activities would 
not be ac eptable under the plan. ) 
‘The courses may be by correspond 
ence or in night classes given by an 
accredited school. The employe pre 
pays the tuition in full, including the 
cost of textbooks. The intention here 
IS plain: the man or woman must have 
the urge to make the initial effort and 
to follow through. After finishing the 
course, a specified form is completed 
giving all relevant details, including 
‘lo qualify for the 
75% refund the student must have 


vyrade obtained 


earned a C grade or better. 


Take Related Courses 


Members of the sales staff who 
take courses under the plan choose 
subjects such as public speaking, sales 
management, special courses like those 
given by Dale Carnegie or Alexander 
Hamilton, and a variety of business 
courses. ‘Those who are not in sales 
but interested enough in selling to do 
some exploratory studying begin with 
(Employes 
n other categories, of course, take up 


courses in salesmanship. 


tudies relevant to their present jobs 
or ambitions. ) 

One thing is made plain in discus 
sions between individuals interested 
n taking advantage of the Educa 
tional Refund Plan and their super 
visors: successful completion § of 
courses is not in itself a guarantee of 
advancement and must not be looked 
Primary 


objective is to better fit the man to 


at with that end in view. 


handle his present job. 
Supervisor Ward puts 
“The man himself must 


Personnel 
it this way: 
have the desire to improve. ‘True im 
from within. 
Courses alone will not effect it. We 
look for better rounded men as a re 
sult of this effort. Because ours is an 


provement comes only 


expanding company we need a reser 
voir of such men to draw on. And 


we need them to be increasingly et 
fective in the jobs they hold.” 

How this applies to the sales staft 
is explained by Neill: “Essential 
this training is, it is not enough. Our 
men are primarily salesmen, it is tru 
but they also must be able to give 
informed technical service. For this 
reason they are carefully selected for 
the required engineering background 
as well as for being sales-minded. But 
that isn’t all. A man we place in a 
territory is there to represent the con 
pany in all ways. He sells, he renders 
technical assistance, he makes credit 
reports, he attends to collections on 
delinquent accounts, he does trouble 
shooting. To our customers he js 
American Bitumuls. As our principal 
and often sole contact with those we 
serve he must understand all phases 
of our business that may be related 
to sales in the broadest sense. Business 
administration, for example, is not in 
dicated for a man with just advance 
ment to a higher post in view, but 
to help make him more effective as 
our field representative now. It may 
also make his own work easier and 
more enjoyable.” 


Sales Duties Vary 


The company calls its field men 
sales engineers and the reasons are 
They have diverse and de 
manding duties. “They must be able 
to talk the language of many differ 
ent people. Suppose it is a matter of 


oby ious. 


getting American Bitumuls’ materials 
specified on a road construction pro 
gram that may run into millions of 
dollars for the total project. ‘The 
contacts will be governmental execu 
tives, engineers, contractors, buyers 
and possibly many more. The final 
customer or builder is not necessaril 
any of the men who influence or are 
responsible for specifying the mate 
rials to be used, But all are impor 
tant. ‘The field assistance rendered to 
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How about new buying power- 


can the publications you advertise in 


cover it as soon as it appears? 


New buying power is very important for any 
industrial marketer. New plants—new branches 
of old plants—and new people with the author- 


ity to initiate requisitions, to specify, to buy. 


What guarantee do you have that your publi 
cation advertising is carrying your sales mes- 
sages to these very important sources of new 


business as fast as they appear? 


Miu & Factory can and does cover this vital 
market for new business because its circulation 
is built by local industrial salesmen who know 
their territories like you know your own back- 
yard—who know about a new plant, a new 
branch, a new man with buying power, the 
way you know about the first crocus of Spring 
in your garden, 


Here is a sales force as unlike any group of sub- 
. a] i 


scription canvassers as you might imagine 


1,724 industrial salesmen, making over two 
million plant calls a year, who must know the 
men in their sales territories who can initiate 
requisitions, specify, buy—because these are 
the men they must sell. 


These 1,724 industrial salesmen are employed 
by 146 of the leading industrial distributor 
organizations in the country—selected with 
extreme care because they are Franchised dis 
tributors for Mitt & Factory. They pay for 
the subscriptions to this publication for the 
men their salesmen identify as important buy- 
they sell—the 


same men that your salesmen must sell whether 


ing influences for the product 
you sell direct or through distributors. If you 
want your advertising to cover important neu 
buying power as soon as it appears, Mitt & 
Factory is the publication that can cover it 


for you. 


Mill & Factory reaches the men, 


regardless of title, 


your salesmen must see to sell, 


Mill & Factory 


a Conover-Mast publication ipa 


205 East 42nd Street, New York 17, N. Y 


RNOVER 
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a new design in office efficiency ... This Is A-B-A 


OFFI 

" u CE American Bitumuls and As- 
AUXILIARY phalt Co., San Francisco, is a 
CHAIR manufacturing-marketing sub- 


sidiary of asphaltic products for 
with tablet writing arm = omni te on resins Me of Cali- 
fornia. American Bitumuls’ ter- 
ritory is all of continental United 
States. 


Quick, Portable Seating and Writing Facilities 
That Blend with Modern Office Decor 


Here's the chair that can 
solve the problem of what 
they write on and where 
they sit all in one com 
pact, beautiful unit that is the perfect 
answer for conferences, sales meet 
ings, instruction groups, in fact, any 
office note taking or additional seat- 
ing requirements 


The products are asphalts 
used in road construction and, 
secondarily, asphalt and  as- 
phalted preparations used in 
industry such as in the prepara- 
tion of roll roofing, compounds 
for the manufacture of flooring 
adhesives and for protective 
coatings, and asphalt for special 
recreational areas such as ten- 
nis courts and playgrounds. 


Fully cushioned with 2” foam rubber 
seats for extreme comfort. Tablet writ 
ing arm folds down when not required, 
Entire chair folds for compact storage 
in closet or storage area. Available in 
your choice of 126 frame and uphol 
stery combinations 


Formulation of sales policies 
rests with the three top men: 
C. W. Turner, president; N. H. 
Angell, vice-president of west- 
ern marketing, and L. P. Street, 
vice-president of eastern mar- 
keting. Street operates from 
Baltimore, Angell from San 


CLARIN MANUFACTURING Co. Francisco. Under the two mar- 


Dept. 57, 4640 W. Harrison St., Chicago 44. keting heads are 10 district 
managers, some of whom have 


assistant district managers un 
der them who act as sales man- 
IN SELLING B UFFAL oO agers. The 65 field men, known 
as sales engineers, report either 
to the district or assistant dis- 


FOLLOW THE LEAD trict manager. 


See your office equipment dealer 


or write for complete information 


OF THOSE WHO KNOW 


the contractor and his men is as much 
a part of the job as the triggering of 
the order. 

‘The same care is taken if it is a 
question of $100 worth of an as- 
phaltic material for a small-town 


MEN'S STORES place 74% of their daily linage in the Morning 
Courier-Express...and use additional space Sundays to swell 
that lead. 

WOMEN'S STORES plac e 68° of their daily linage in the Morning 
Courier-Express and, in 1956, used 668,426 additional lines in 
the Sunday edition. ith ; 
° vayground and the contacts are the 
All of which means that both those who are selling women, | ; 


: : : city councilmen and the playground 
and those who are selling men have found the Courier-Express <4 


architect or contractor. “Then there 
their best sales producer, 


a ; ; : is the open-order contacting and the 
FOR ECONOMY use the Morning Courier-Express to get 


handling of bid jobs. 


more advertising for your dollar concentrated on those with [he men are prepared for theit 
any dollars to spend, complex duties by as thorough a sales 

FOR SATURATION use the Sunday Courier-Express to training program as the company can 
blanket Western New York's rich 8-county market. It’s the devise. It runs the gamut from the 
State’s largest newspaper outside of Manhattan. teaching of sales theory at classroom 


R O P COLOR available both daily and Sunday. level through an orientation period 
lasting two months to four-six months 


Member. Metro Sunday Comics and Sunday Magazine Net k ° 
6 sistas tes Hin ic ee — of on-the-job teaching under the su 


B ff | pervision of district managers or other 
U aro C U | 7 “ - F X P R F io S experienced salesmen in the area. 
Representatives: SCOLARO, MEEKER & SCOTT \fter the man is put to work on 


‘ a permanent basis he is given con 
Pacific Coast; DOYLE & HAWLEY 


sistent training by his immediate su 
pervisor in the territory. And peri 
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of N.E.D. readers inquire of N.E.D. readers say 
about products described editorial product 
or advertised in N.E.D., descriptions in N.E.D. 
proving they are industry’s give them the 
most active buving group! information they need! 


increase in inquiry production 
from the January 1957 
issue of N.E.D., as of 
the corresponding 
date in 1956! 
(Same size 
issue both 
years.) 


over 80,000 copies New Eourpmenr 


(Total Distribution) 


in 43,000 plants Dicest 


A [PENTON| PUBLICATION PENTON BLDG. CLEVELAND 13, OHIO 


*Figures based on recent nation-wide survey of N.E.D. readers. For com- 
plete survey results and other important facts, write for a copy of our new 
booklet, ‘What is BALANCE in a Product News Publication?” 
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odically, as he is ready for it, he gets while employed with the company and 


advanced training along with others the apparent results or effects of the 
in small groups by Carl Neill. ‘The effort are taken into consideration 
courses a man may choose under the when a man is being considered for 
educational Refund Plan come on advancement. All the facts are avail- 
top of this vocational foundation, en able in the personnel file which in- 
abling him to use better what he has cludes a folder on each man. A sales 
learned and above all to broaden his engineer, for example, who is known 
understanding. Ward points out that to have native executive ability and 
a man may have any number of who has also consistently improved 
courses behind him but that alone his knowledge of managerial know- 
would not provide him with the key how through appropriate studies 
to success. He must have the ability would be considered a better candi 
to apply what he learns date for advancement than the man 

All else being equal, however, a who has the ability but not the edu 
man voluntary educational effort cation. 


WORCESTER’S Growth is 


still on the rise 
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...And WORCESTER’S OWN LOCALLY 
Edited SUNDAY SUPPLEMENT 
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Feature Parade, the Sun 
day Te'egram Magazine 
Supplement, has carried 
301,968 lines of adver 
tising for the year 1956 

a gain of 105 032 over 
the year 1955. The circu 
lation of 106,881* offers 
you strong local impact 
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Employes of the company and the 
company benefit from the refund plan 
through the encouragement it gives 
to employes in all categories to im- 
prove themselves. We are concerned 
here with sales, so take the case of a 
young man in the company who has 
a technical background — chemistry 
and some phase of engineering. He 
decides he would like to get into sell- 
ing. He may know what courses he 
would like to take to prepare himself 
but, if not, he would be counseled to 
start with a good basic course on 
salesmanship. If he is still enthu- 
siastic, he might go on to a course in 
public speaking. He may take other 
business courses then or wait until 
he is given a chance as a sales candi- 
date and then decide whether to go on 
to a broader range of relevant sub- 
jects. If he develops the necessary 
capabilities, he has an excellent chance 
of realizing his objectives because 
American Bitumuls has a policy of 
advancement from within and _ of 
secking recruits for selling from mem- 
bers of its own organization. 

Of the company’s 10 district man 
agers there is not one who was not 
first a salesman. 

Among the 65 field representatives 
more than half of them have taken 
courses at their own expense. 

Since the setting up of the Educa 
tional Refund Plan in January 1956, 
15% of the men have taken or are 
taking additional courses. In the 
company as a whole, one employe out 
of 20 takes advantage of the plan. 

Neill says: “We are not going to 
claim that the keen interest our sales 
personnel have shown in_ bettering 
their educational background is the 
reason for the company’s rapid rate 
of expansion. Our growth is traceable 
to many factors. But the enthusiasm 
of our sales engineers for self-better- 
ment is certainly one important rea 
son for our growth. Education makes 
a man surer of himself. The End 


COMING 


May 10, 1957 
Sales Management's respected 
annual “Survey of 
Buying Power.” 


then on 


July 10, 1957 
for the first time as a separate 
edition Sales Management’s 
exclusive “Survey of 
INDUSTRIAL Buying Power.” 


SALES MANAGEMENT 


SHERATON HALL 
— has everything... 


Seats 2,000 
for Banquets 
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Big Floor 
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Biggest in Washington...finest in the nation 
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Washington, 1D). ¢ 
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Which magazine has most 
architect subscribers ? 


Architectural Record with 
17,241. (Progressive Architec- 
ture has 16,202; Architectural 
Forum 12,687.) 


Sovace: December 1956 A.B 
Publishers’ Statements 


Which magazine has most 
engineer subscribers? 


Architectural Record with 
9,407. (Progressive Architec- 
ture has 8,517; Architectural 
Forum 4,371.) 


Source: December 1956 A.B 
Publishers’ Statements 


Which magazine has most 
staff architect and engineer sub- 
scribers in commercial, indus- 
trial, and institutional organi- 


zations? 


Architectural Record with 
2,585. (Progressive Architec- 
ture has 1,783; Architectural 
Forum 1,259.) 

Hased on December 1956 A.B.C. Publishers’ State 


ments. Staff Architects and Engineers in “Com 
Industrial & lnstitutiona rpanize 


Which magazine do architects 
and engineers prefer? 


In 95 out of 104 studies SPON- 
SORED BY BUILDING PRO- 
DUCT MANUFACTURERS AND 
ADVERTISING AGENCIES, 
architects and engineers have 
voted Architectural Record 
‘‘preferred."’ Architectural 
Record placed first in 27 out of 
29 studies in 1955 and 1956. 


Summary of 104 studies 
availa 4 on request 


Which magazine publishes 
most editorial pages? 


Architectural Record. In 1956 
Architectural Record published 
1,481 editorial pages; Pro- 
gressive Architecture 1,051; 
Architectural Forum 1,048. 


Which magazine leads in 
quality of editorial content? 


Architectural Record has won 
36 awards for editorial ex- 
cellence including 5 out of 6 
awards to architectural mag- 
azines by the American In- 
stitute of Architects. 


Which magazine offers top 
verifiable market coverage? 


F.W. Dodge Corporation's 
Dodge Reports document Archi- 
tectural Record'’s coverage of 
over 85% of the total dollar 
value of all architect-planned 
building including 94% of the 
nonresidential building, 75% 
of the residential building. 


Source: State Checks of 4- et Activity 


In which magazine do adver- 
tisers advertise most? 


In 1956, Architectural Record 
carried 41% more advertising 
pages than the second mag- 
azine; 68% more than the 
third magazine. Architectural 
Record ranked 4th among all 
monthly magazines in the U. S. 
in advertising page volume. 


Sovunce: Industrial Marketing 


In which magazine can we 
reach architects and engineers 


most economically? 


In Architectural Record with a 
cost per page per 1,000 of 
$22.52. (Progressive Architec- 
ture $24.27; Architectural 
Forum $46.61.) 


if there are questions you would like to ask us about Architectural Record, 
its architect and engineer subscribers or the market it serves, we would 
welcome the opportunity to answer them. Please phone us or drop us a line. 


F.W.DODGE MAGAZINES 


The Modern Hospital 
The Nation's Schools 


CORPORATION The Record & Guide 


. 
AND BOOKS 
Architectural Record 
College and University 
Business 
‘workbook of the active architect and engineer” Dodge Books 


119 West 40th Street - New York 18, N.Y. - OXford 5-3000 


How to Sell Higher Prices 


—At a Profit 


Consider the offensive bid 


"When you pick up your cards and you are holding a “serge 


aces and faces in every suit and a string of trumps as 


ong as your 


arm—the question is not ‘Can | get the bid?’ It is, ‘How high can 
| go without taking too serious a chance of being set?’ "' 


Now look at the defensive bid 


“It is far more complicated than the offensive and much more 
common. Here you pick up a hand of average strength, or some- 
what less. Your tactics are to make the most of what you have, 
hoping to take the contract by the use of other values . . . which will 
offset your opponent's power — his PRICE." 


By C. E. BENNETT, District Marketing Manager, 
Western Gear Corporation of Texas 


I like to think of business as being 


imilar to a game of contract bridge. 

I he selling is the bidding and the 

the play of the hand. 

lhe margin by which you win or lose 
the Profit or Loss 


manutacture 1s 


ome might criticize my analogy 
iying business is a science and bridge 

i game of chance. ‘Io those, | 
would point out that the businessman 
takes his chances on the turn of events 
like the bridge player on the turn of 
the cards—but the experts in both 
fields are still on top in the final 
rounds because they have learned to 
proceed with caution and minimize 
their losses when conditions are bad, 
and take full advantage of their po 
ition when conditions are good. 

I he selling, or the bidding is what 
we are concerned with here. ‘The 
bidding is divided “Offensive” and 
Defensive’; so is selling, and the 
salesman who cannot recognize the 
difference in his situation will soon 
find himself “‘set’’ two tricks 

I irst let's consider the oftensive 
bid. When you pick up your cards 
and you are holding a powerhouse, 
aces and faces in every suit and a 
string of trumps as long as your arm 
“Can I get the 
“How high 
can | go without taking too serious 


the question is not 
bid?” “The question is, 


a chance of being set?” 

When you go on a job where your 
products are specified, where you are 
in a position to give the kind of serv 
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ice required, or where your facilities 
fit—and you know it, the question 
should be the same: “How much can 
| vet for this job without causing my 
customer to seek another way of doing 
it and without appearing over-conhi 
dent or smug?” 

‘To be able to take full advantage 
of these breaks, you must be aware of 
your competition and of your custom 
er’s alternates. You cannot be satis- 
fied with just getting the job, be 
cause the extra profit you can get 
from these jobs is going to be needed 
to cover some of the poor ones you're 
going to get dropped on you as a 
result of your defensive selling. 

Now let’s look at the defensive 
bidding, or selling, for it is far more 
complicated than the offensive and 
much more common. Here you pick 
up a hand ot average strength, or 
somewhat less. Your tactics are to 
make the most of what you have to 
keep your off balance, 
hoping to take the contract by the 
use of other values, such as long suits 


opponent 


and voids, which will offset your op 
ponent’s power, or in_ selling—his 
price. 

When you are told your price is 
high, your first reaction, as that of 
the bridge player, is, “Oh let’s throw 
the hand in and deal again’, or 
“Maybe my price will be right next 
time. I'll just go back to the factory 
and say, ‘LOST on PRICE’.” 

Unfortunately, that is not the way 
the game is played nor sales are made. 


You must try to stay in even with a 
“Higher Price.”” Much can be learned| 
even if the order is lost. Prestige 
must be maintained, and often it is 
not as far gone as you might be led 
to believe. 

First, you must test the honesty, 
of your opponent’s bid. Ask your self, 
“How did I get this price informa- 
tion ?” 

1. You may have just been told, 
“You'll have to sharpen your pencil.” 
This is about the most worthless kind 
of information. 

2. The purchasing agent, engineer 
or buyer may have told you your com-, 
petition’s price. It may be an honest 
price—it may not be. 

3. You could have seen the salad 
on the bottom of a quotation, peeking 
out from under a book. Be careful of 
this kind of ‘deal’, for all you know 
it might be the price of a horse. 

+. Perhaps you have had an oppor- 
tunity to read your competitor’s en 
tire quotation. If this is the case, bear 
in mind what is being quoted. You 
will need this information later to 
evaluate your next action. 

5. You may have been told what is 
being quoted and have obtained your 
price information independently. ‘This 
is one of the most reliable situations. 

However you receive this price, it 
is up to you to determine how honest 
it is in your own mind. Now, how de 
you go about making up your mind it 
the price that has been given you i 
an honest one? . 

One of the best ways is to knou 
the person who gave it to you. Know 
him well enough to ask him ques 
tions about what the competition is 
offering and be reasonably 
that to the best of his knowledge, his 
answers are honest. 

How do you get to know people 
you're dealing with? A good way is 
to have some common ground with 
them other than business: 

1. You can belong to the same 
professional society or club. 

2. Maybe you are both on the in, 
dustrial committee of the — local 


assured 


chamber of commerce. 

3. Perhaps through youth organi 
zations or church work. 

4. Maybe you have entertained 
him. 

Any of these situations which re 
quire that he will be seeing you iy 
normal, everyday life will make him 
more likely to give you an honest an 
swer. [his is one of the most impor 
tant arguments for the expense of eny 
tertaining. 

If you decide the price is dishonest, 
drop it. This information will only 
cloud the issue. 

If you decide it is honest, then ask 
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next time you OK an advertisement 


GIVE IT THE SHOE TEST 


You are about to OK an advertisement. It shows 
a picture of your product and illustrates its main 
features. The copy is as clear as the pictures. 
The ad looks good. 


But hold everything... 


Have you given it the “shoe” test? Have you 
asked yourself, ‘What is there about this prop- 
osition that would interest me if I were in my 
prospect’s shoes? 


“What main element of self interest would arrest 
my attention, arouse my curiosity, induce me to 
read on? 


“Does the ad tell me enough? Does it answer the 
questions that would come to my mind if I were 
to consider this product? 


“Does it tell too much? More than I could rea- 
sonably be expected to wade through when I’m 
reading a magazine or a newspaper? If so, should 
some of this information be expanded and made 
available in a booklet and offered for my con 
venience?” 


Now put your own shoes back on again. Is this 
the best way to tell your product story? To 
arouse interest? To get an invitation for your 
salesmen to call? 


Maybe it is. Maybe this ad is aimed right at the 
very prospect you want, talks his language, and 
helps him see exactly what your product can do 
for him. If so, give your advertising manager a 
raise and congratulate the agency men who 
worked with him. For brother, you’ve got one ad 
out of a thousand. A whole campaign of ads like 
that one, and your sales curve is going to take a 
healthy turn to the northeast. 


THE SCHUYLER HOPPER COMPANY 


12 East 41st Street, New York 17, New York 


The Man 


Advice: If you want to be a success 
in marketing a technical product, have 
a technical background. Example: 
Gene Bennett. The district marketing 
manager of Western Gear Corp., with 
his offices in Houston. He’s a licensed 
professional mechanical engineer in 
Oregon and a graduate of the College 
of Puget Sound, Tacoma, Wash., with 
a degree in industrial engineering. 

Although he’s only 40, Gene Bennett 
has been with Western Gear for 14 
years, has come up through the ranks 
to his present post. His hobbies are 
golf and gardening but he and his wife 
call their three daughters their chief 
hobbies 


Why was 
When you find this 


you have your selling points 


yourself anothes question, 
it given to me? 
imswe! 
[The answer could be 
1. The purchasing agent likes me 
that’s what we would all like to think 
but is it true? 
?, Maybe he 


how important he is and just cant 


wants me to know 


help showing me—psychologists say it 
happens every day. If this is the case 
it 1s probably t true price 

j He might not even have another 
price and is just trying to get me to 
cut a little it's quite possible! 

+. More, than likely he likes my 
product, my delivery and quality but 
wants to get what | am offering for 
the same price he has tor a less de 
sirable proposition 

So what do you do about it? You 
take your lead from him 

1. When he tells you your price ts 
park he is 
telling you you have made a 
mistake 


You should recheck your quote and 


“way out of the ball 
either 


or your proposal doesn't fit 


your mproach to the iob 


’ If he 


tells you you are high by 


Cc. E. BENNETT 


20% to 30%, 
mal profit margin is 10% to 15%. 
Do you want to do this work for him 
for free? Or even worse, at a loss? 

; Are 


tunity to requote, or are 


remember that a not 


you being given an oppor 
you being 
given the refusal of the business at 
the stated price? There is a world of 
difference. In the first case, you are 
being asked to cut your price with 
no assurance of the business, and to 
do so is an admission that there was 
water in your price to start with. 
Whereas, to accept on a retusal basis 
means that no further sales expense 
is to be involved and is sometimes 
justifiable, 

Whatever the reasons may be, now 
is the time to use those plus values 
and remember that you are a sales 
taker. It's your 


job to se// your product. 


man not an order 


1. Does your competitor's price in 
clude everything yours does ? 
Compare the extra teatures ot 
tered in your quotation. 


3. Stress superior workmanship 
juality of your product. 


+. Point out your engineering sery 


What every advertiser should know... 


Papers and magazines depended 
on moat by farm operators for 
information on “Handling and 
Feeding Livestock 


Pub. A 
467% 


Pub. 8 


0.2% Pub. C 
2.7% 


Pub. OD 
2.4% 
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TO SELL THE "WORLD'S BIGGEST FARMERS", 
get scientific facts on the media they look to, 
listen to, depend on. Accurately measured 
in the new “InFARMation Please”’ No. 3, 
area sampling survey conducted by the 
Statistical Laboratory of lowa State Col 
lege. Write for free copy, on your letter 
head, please! 


WALLACES’ FARMER 
and IOWA HOMESTEAD 


Richard S. Pierce, Publisher x Des Moines, lowa 


The Company 


Western Gear Corp. was born in 
1888 in San Francisco. It is one of the 
nation’s largest designers and manu- 
facturers of special machinery, gears 
and gear mechanisms. It’s marketing 
problem is complicated, in that its 
products are custom-engineered and 
are applied in nearly every industry. 
(They range from special machines 
for pitting peaches to equipment for 
laying ocean cable). Marketing is car- 
ried out through the corporation’s own 
sales offices throughout the US as well 
as through special representatives. 
Piants are in Seattle, Houston, Lyn’ 
wood, Belmont, San Francisco and 
Pasadena, Calif. | 


ices, ability and experience. 
5. Call attention to your com 
pany’s fest facilities and control pro 
cedures. 

6. Press your delivery advantage 
wherever possible. ' 

7. Work in your company’s repu 
tation and service policy and avail 
ability of facilities, particularly wher 
the selling effort is in the locale of 
one of your plants. 

8. Cite examples of similar success 
ful, trouble-free installations. 

9, Bring in your company’s par- 
ticipation in local and national ory 
ganizations for the betterment of all 
industry. 

So, in the final analysis, what are 
you doing? You are not selling 
‘HIGH PRICES” —you are selling 
your company’s products and its serv 
ices. This is how you get the “overt 
tricks’’—this is how your 
makes a profit. 

So, if you correctly play the cards 
that you are dealt, you wilf find that 


company 


often you will get the order—even 
though you don’t have the lowest 
price. The End 


“Help us build an effective pro- ! 
gram to reach Iowa's sizeable sales 
potential,”’ —K.H. Erickson, Director 

of Marketing, Advertising, Northrup, j 
King & Co. 
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TOLEDO is Re kay Pe the sea 


Ninth largest port in the U.S., Toledo is the center of a ins las market’ noie—-a0e 
will grow as the St. Lawrence Seaway grows. Start now—-to cultivate this great market, 
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And D’S N : , are the 
key ¢ to this great and growing market on the St 


Lawrence Seaway. There are no duplicate keys. 


Ask.us for THE BIG PLUS —i.e., markeling 


assistance as only newspapers can give tl. 


TOLEDO BLAL Daily oma Sumoy . TC OLEDO TIMES Morning 


SLA £EB eS ES Se. BY aS te WE Fy REGAN & 2. ££ a In ¢ 
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How Big is Little? 


When you want to scare up a bundle of business, better use mammoth 
efforts in one of America’s mammoth markets —the Post-Gazette! Pitts- 
burgh’s 3 million spenders are concentrated in a 50-mile radius. Contrasted 
to Cleveland, Cincinnati, St. Louis and Detroit which average better than 
60° consumers in the central city, Pittsburgh has 63% outside the city 
zone. And only the Post-Gazette routes your advertising in the same 
direction—covers the whole selling front! Leave it to our trusty trio—Brod 
Coverage, Hi Acceptance and Lo Cost. And learn that... 


6S! ome" WAS Happened in Pittatunghe! 


Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America’s 8th Market 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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YOUR REPRINT 
LIBRARY 


A mail-order source for infor- 
mative SALES MANAGEMENT 
articles selected to help you 


plan and perform your job. 


TO ORDER write Readers’ Service 
Bureau, SALES MANAGEMENT, 386 
Fourth Ave., New York 16, N. Y., en- 
closing reprint number, quantity de- 
sired and remittance. 


ADVERTISING 


Five Cockeyed Ideas Salesmen Enter- 
tain about Advertising, by Otto Klepp- 
ner, The Klepper Co 

Reprint No. 252 Price 10c 


A Heart-to-Heart Talk with Salesmen 
about the Company’s Advertising, by 
Ek. A. Gebhart, President, Gebhart and 
Brockson, Inc 

Reprint No. 153 Price 10c 


Does It Pay to Repeat an Ad? Tests 
Say “Yes!” 
Reprint No. 159 Price 5c 


The Passion for Inquiries. 
Volume and quality of direct inquiries 
do not prove advertising effectiveness 
Don't judge by these alone 
teprint No. 167 Price 5c 


How Salesmen Can Use Ad Reprints, 
by Howard G. Sawyer, Vice-President 
in Charge of Plans and Marketing, 
James Thomas Chirurg Co., Inc 

Reprint No. 304 Price 10c 


Advertising, Once Stopped, Gathers 
Momentum Slowly (a Pictograph) 
Reprint No. 500 Price 5e 


When Your Salesmen Ask: “How Do 
Our Ads Really Help Us?” by the 
Editors of Grey Matter. 

Reprint No. 332 Price 15c 


How Can We Get More Horsepower 
Out of Our Advertising Dollars? by 
John D. Yeck, Yeck and Yeck 

An analogy between a sales assembly 
line and a factory assembly line 
Reprint No. 501 Price 10« 


How | Use Advertising as a Sales 
Tool. 

Experience-proved applications of ad 
vertising to sales by sales executives 
of 9 top companies 

Reprint No. 502 Price 10¢ 


The Fallacy of Seasonal Advertising, 
by Bernard P. Gallagher, Publisher, 
The Gallagher Report 

teprint No. 503 Price 10c 


Are Your TV Commercials an Insuit 
to Your Best Customers? by John 
Loudon 

Reprint No. 504 Price 10c 
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Leave A 
“Permanent Calling Card” 


A PLANT IS WELCOME IN EVERY OFFICE 


Lower: . tL yl 


Thoughtfulness in business always pays off. The 
next time congratulations are in order, send your 
client a handsome plant for his office. It’s the 
kind of permanent gift that serves as a year ‘round 
reminder of you personally and the product o1 
service you offer. Plants need little attention; stay 
fresh indefinitely 


Its so easy to Wire Flowers 


FAST! Ask your secretary to cal WORLD-WIDE SERVICE! 0 GUARANTEED DELIVERY! | 
your F.T.D. Florist. Order or F_T.D.-INTERE PA Member wOTTie bout your gift’ ge 
its woy in minutes fjeliver it matter h there Jelivery is! 
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BUSY BUGS: This display is cur- 
rently getting vociferous applause 
from Ortho dealers. It’s in full color. 
The four 10” bugs are kept in constant 
motion by a battery-operated oscil- 
lator. Additional die-cut bugs 8” high 
may be ordered separately for supple- 
mentary use in windows, or spotted 
on various Ortho products on the shelf. 


Why Ortho Gets So Much Mileage 
Out of Its Sales Promotion Dollars 


Many a retailer is induced to display and push California 


Spray-Chemical's garden products because the company 


so painstakingly struggles to design sales promotional aids 


that meet everyday needs in the dealer's neighborhood. 


An interview with LOUIS F. CZUFIN 
Advertising and Sales Promotion Director 
California Spray-Chemical Corp. 


This year gardening addicts in the 
| will 


billion on thi 


pend something like $4 
rapidly vrowiny hobby 
California Spray-Chemical Corp 
which make {0-odd 


pending on lo ile) to keep gardens 


produ ts (de 
tree ot pest and promote yrowth has 
budgeted well ove! $ | 
vet ifs share of what Merchandising 
Division Head Channing Jones, calls 


million to 


the fabulous solid gold garden sup 
ply market.” 

But that’s only the beginning. Lay 
ing out the money, creating topnotch 
campaigns are sheer waste unless they 
timulate sales action at the point-o! 


pure hase 
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Louis I 
ertising and sales promotion activity 
“Com 


petition is keen in this field. Our 


Czufin, who directs ad 


tor Calspray, sees it this way: 
competitors also are spending money, 
Let's assume that all of the cam 
paigns work to the degree that money 
is spent. What then? Aren’t we where 
we started ? Can we in the promotion 
offices sit back and say, ‘We've done 
our job. Now it’s up to sales to go 


out and cover the territory?’ If we 


do, that’s where we miss the boat. 
Czufin 
“someone in the company has to take 
all this promotion and translate it for 
distributors and dealers. Before the 


“Someone,” emphasizes, 


promotion can work for us, dealers 
and distributors must be shown how 
it can work for them.” 

Calspray’s Ortho products sales- 
men and their distributor salesmen 
currently are holding spring meetings 
for dealers to see that this ‘‘transla- 
tion” takes place. Each campaign is 
interpreted to the individual dealer 
in terms of his own problems, oppor- 
tunities, and the garden needs of his 
locale. 

Let’s spotlight a few scenes. A 
nurseryman complains: ‘My business 
is seasonal. I have such a turnover in 
salespeople, I no sooner get one 
trained than | lose him. Yet everyone 
who comes into my store has a tech- 
nical question to ask. I can’t take care 
of them all myself.’’ 

“All too true,” 
tributor salesman or the Ortho field 
representative, “but here’s the Ortho 
Giarden Book for 1957. It’s priced 
at 15 cents retail. You can give it 
away or you can sell it—either way, 
you'll save selling time and bring your 
customers back for more purchases. 
It answers almost any question the 
customer is likely to ask.” 

A hardware dealer with a sizable 
supply department 


admits the dis- 


garden growls: 
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Here is the 


GROCERY MARKET... 


OnaPlatter! «7 
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Distribution Made Easy 


Less than 400 out of |,600 store units in the market get 90% of 
total grocery volume. Virtually 100% of buying concentrated 
in 8 major factors. An inviting market opportunity—so quickly 
approachable, so easy to merchandise—so economical of your 
selling costs! 


Powerful Concentrated Outlets 


Four aggressive chains—heavy Star advertisers—with 105 units 
get 58°% share of market. 250 promotion minded, brand-con- 
scious independents get another 30%. 21% of store units in the 
market will get you almost 90% of volume. Knowledgeable, 
concentrated fast company that responds in a big way for Star 
advertised products! 


251 Million PLUS Grocery Market 


Metropolitan Kansas City (Jackson, Clay, Johnson and Wyan- 
dotte counties) rolls up an annual 251 million plus grocery dol- 
lar. The Kansas City Sales District posts over 500 million. 
Metropolitan Area—972,000 population—319,900 families. 


a 


MERCHANDISING—YOU BET! 


Honest-to-John merchandising that produces tie-ups — aware- 
ness — displays — sales! Every week — 52 weeks a year — The 
Star publishes the Kansas City Star Merchandiser and mails it 
to grocery personnel representing 90% of market. Not once 
monthly—but every week, the Merchandiser bulletins all food 
advertising in The Star by day of week. Featured with special 
art work and trade stories are new, dominant and consistent 
schedules. Constant theme: Stock, Display and Tie-in with Star 
advertised products. Used by grocers—praised by grocery 
manufacturers and brokers as useful, effective, dramatic. 


s 
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Dud in America! 


In 1956 The Star carr'>d in its 
morning issues alone 4,653,740 
lines of retail and geweral gro- 
cery advertising. Second in 
America of All newspapers! 
Market potency that demands 
attention! 


THE KANSAS CITY STAR 


(202 S. State St 


CHICAGO i WEbster 9-0532 


(1729 Grand Ave 
(HArrison 11-1200 


KANSAS CITY 
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NEW york |’'* 4") 


‘ 
a * 


(625 Mork 
SAN FRANCISCO iGariield 1.2003 


(MUrray Hill 3-616) 


CAPTIVE 
AUDIENCE 


Potential customers are 


comfortably seated, re 


laxed, withalleyes focused 

on your commercial 

USK 

THEATRE SCREEN 
ADVERTISING 


1032 Carondelet Street 
New Orleans, La. 


Is a 

a tl ‘ 
JOB -' TENSION 
Hidden Cause of 
These Diseases? 
Authorities often trace torturing gas 
tro-intestinal ailments including co 
litis, constipation, even hemorrhoids to 
the nerve-racking “high-tension” pace 
at which we live. They say, too, that 
these ailments make tension worse 
trapping their victims in a vicious 
Write today and learn how a 
world-famous clinic, with complete re 
sources, helps patients break this “vi 
cious cycle”—using methods refined by 
experience of over 56 years and over 
82,000 cases. Address McCleary Clinic 
and Hospital, 459 Elms Blvd., Excel 
sior Springs 6, Mo 


circle 
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CAMPAIGN PRE-SELLING: At dealer and distributor meetings held to introduce 


the new merchandising campaign, L. F. Czufin, Ortho advertising manager, acts 
as carnival barker, dramatizes his presentation with a wheel of fortune which has 
been “fixed” in advance so that the dealers attending come up as winners. 


I'm gour to take this stuff out if 
it doesn't pay me better profits this 
yeal 

‘You should 


salesman, “if you can’t do better than 


says the distributor 


you re doing But you can. In one 
of their store studies the Ortho people 
have proved that you can’t do well 
on garden supplies unless your unit 
of sale per customer is at least $1. 
\nalyze every square foot of selling 
space you have. If certain merchan 
dise isn't moving—and paying its way 

move it over or get rid of it and 
make room for a good mass display 
of plant foods, pesticides, fungicides. 


Make it spectac ular 


tion-getting animated display back 


Here's an atten 


ground from Ortho. Look at the bugs 
running around on this screen. Looks 
like a IV screen, doesn’t it? It'll 
Stop your customers the way it’s 
stopping you,” 

And here’s a dealer who says the 
women in his neighborhood do most 
of the buying and they all go to the 
uper market first. How can he get 
them into his store? 

‘Have you seen current Ortho ad 
vertisements?” the dealer is asked 
‘Notice how they're running in Sun 
day newspaper magazine supplements 

This Week, Parade, Family Week 
ly This advertising in these high 
readership sections will be seen by 
nearly everyone who reads 1 news 
tell these 


women you re the one to buy garden 


paper. Run some tie-in ads 
products from. ‘Vhat will bring them 
in. 

\dvertising that can be translated 
effectively and honestly into dealer 
benefits must be built around the 
dealer, according to Calspray think 
ing. But the dealers are diverse: nut 
erymen; garden supply stores ; garden 


departments in hardware, mail order 


department stores markets. 
I hese 


Ortho because of the strong position 


dealers are important to 
with the pure haser ot 
hundreds ot 


gardeners, the 


they oc upy 
garden supplies. For 
thousands of home 
dealer is the ‘‘doctor.”” This is true 
both tor tyros and experienced gar 
deners because of the many new items 
that are coming out to promote 
growth and combat the natural ene- 
mies of vegetation. The dealer is a 


key factor in which brand will be 


bought when the customer asks: 
“What shall I do for ants .. . aphids 
fungus on my roses... red 


spider ? 

“The dealer is strong to start with 
and we try to make stronger,” Czufin 
explains. “One important way is to 
support him with the most effective 
display materials we can advise, then 
to provide all the help in using them 
that the Ortho field men and distri 
butor salesmen are capable of giving. 

Point-of-purchase is considered a 
most important segment of the pro 
motion program and is budgeted a 
cordingly. But other phases are by no 
means neglected. ‘There is a_ heavy 
schedule of newspapers, with cop) 
slanted to regional problems. News 
papers have been key media from the 
start, first on the West Coast, then 
as the Ortho brand attained distribu 
tion, in Oklahoma, ‘Texas, the Mid 
west, eastward. Adding field men and 
advertising support as expansion pro 
ceeded, Calspray also has found it stra 
c to add television where Ortho 
has full distribution—on the Pacific 
Coast and 


teg 
4 


in selected markets in the 
east. Space in Sunset magazine, some 
radio, have places in the advertisi: 
schedule 


Because the stores (other than the 


are likely to be on 


fine modern ones 
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To 


eee it’s FIRST 3 FIRST! 


- Pe & 


You sometimes travel many miles to get away from 
things and enjoy the scenic beauty of nature’s magic 


touch. However, when it comes to achieving huge sales 
volume necessary to keep production and profits at high 
est levels you should focus your heaviest advertising effort 
on the nation’s truly outstanding markets— where there 


are more families with more money to spend. 


In the 3 compact city and suburban markets of New 
York, Chicago and Philadelphia, 55% of all consumer 
units earn $4,000 or more per year—34°/, greater than the 
average for the remainder of the U.S. This super-abun 


dance of buying power provides the basis for the average 


APRIL 19 1957 


Philadelphia Sunday 


sell more where more is sold 


3-market family to spend 5°, more for Drugs, 31°, more 
for Food, 33%, more for Furniture, Furnishings and Ap 
pliances and 103°, more for Apparel than the average 


family in the rest of the nation 


Within these concentrated, most profitable sales areas, 
the family coverage of General Magazines, Syndicated 
Radio and TV thins out 
great markets of New York, Chicago and Philadelphia 
there is no substitute for FIRST 3 MARKETS’ 
COVERAGE of all families. 


Sunday Supplements, In the 


olid 62 


To make your adverti Ing well more where more | old 


it’s FIRST 3 FIRST 


New York Sunday News Coloroto Magazine 


Chicago Sunday Tribune M 


Inquirer ‘7 


y il v4 oe. CJ / J ‘ 7001428 
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when 


you ship samples 
via SLICK 


Boost your sales by getting there first! 


Low per-pound rates make it 
economical ... modern competition 
makes it essential. 


Follow through by delivering orders 
via SLICK. Comparable-with-surface 


rates make it a pleasure . . . speedier 


reordering makes it a must. 


SLICK’s world-wide network 
delivers everywhere. 

Call your nearest SLICK station 
Jor pickup today! 


SLick 


QCmAYS INC. 
World 1.Q., 3415 Coder Springs #4, Delles, Texas 


the drab side, the company decided 
carly that its display aids must be 
spectacular. One year a “billboard” 
display featured a dial which, when 
turned and set for a given pest, au 
tomatically indicated the Ortho prod 
uct to combat it. The display was 
constructed for use only with a mass 
floor display of Ortho products. It 
could not be hung, nailed, suspended 
or used in any way other than on top 
of the appropriate merchandise in 
mass display. The dealers loved it, 
are still using it or asking for it two 
years later, 

last year one display featured a 
garden smock designed by Claire M« 
Cardell Calspray. 
Women could get the smock, at cost, 
by mailing $6.95 to Calspray with a 
sales slip from an Ortho dealer show 
ing the purchase of an Ortho product. 
‘The display playing up this premium 
was designed to fit only onto a special 
Ortho display bin. 

This year’s Ortho P-O-P spectacu 
lar may top them all in dealer accept 
ance and consumer response, judging 


exclusively tor 


from the enthusiasm that has greeted 
its introduction. It’s a simulated TV 
screen on which bugs move about ani 
mated by a small concealed motor. 
‘The pests are rafish and they have 
a tale of woe which is becoming fa 
miliar through Ortho ‘TV spots and 
other promotion—‘‘Us bugs _ hate 
Ortho.” 


Figure Potential 


‘This dealer aid made such a hit 
with all who saw it that Calspray 
salesmen and distributor salesmen 
started selling it to dealers during the 
season which began 
last fall. Salesmen walked into a store 
with the device turned on. While the 


dealer watched the bugs running ovet 


“future order” 


the screen, the salesman sought an or 
der based on his potential for Ortho 
merchandise in’ the months ahead. 
‘The potential is figured on a sound 
basis,’ Czufin points out. “Our policy 
never countenances overloading.” 
Displays are free to Ortho dealers 
whose operation and potential justify 
their use. Calspray has found it fat 
more rewarding to put ifs money into 
display than to 
shower the dealer with the miscella 
neous P-C-P 


getting . . . and which more often 


one outstanding 
“aids” he is used to 


than not end up in the backroom to 
gather dust, 

| qually effective 
smaller pieces are developed for the 


striking and 


smaller outlets. Of course, the prod 
ucts featured with all displays are the 
Ortho items appropriate to the needs 
and conditions of the local market. 


The Ortho Garden Book, which 
made a modest debut in 1951, is now 
one of the most important items in 
the promotion budget. It started as 
an experimental solution to the prob- 
lem of more and more leaflets on the 
ever-changing line of Ortho home 
gardening items. 

Czufin explains: “We were faced 
with maintaining an up-to-date in- 
ventory of these pieces of literature 
and overcoming the dealer tendency 
to put them under the counter and 
forget about them. It came to the 
point where we were getting at most 
about 30% return on the money spent 
on this literature.” 

‘Then a regional Ortho man came 
up with an idea. Homer Greene, 
branch manager for merchandising 
and sales for Southern California, 
proposed: Why not put all the infor- 
mation about the various products into 
one booklet and name it the Ortho 
(jarden Book? Headquarters jumped 
at the suggestion. (Czufin comments, 
“Most of our really good promo 
tional ideas come from the field.’’) 


3,000,000 Books 


‘The first year the Garden Book 
sold to dealers to the tune of about 
$15,000. From 1951 through 1956 it 
was given free in proportion to the 
size of a dealer's order. This was one 
way to handle distribution but not 
the best, the company decided. An 
important dealer would find himself 
out of copies and his customers de- 
manding more, but he was not eligible 
to reorder because of the size of his 
purchases. Even with this limitation 
dealers distributed 3,250,000 books by 
the end of 1956. 

“We now feel that the fairest way 
is to give dealers the opportunity to 
buy the booklets as they buy any other 
merchandise from us,” Czufin’ ex- 
plains, “with the same discounts, and 
selling or giving them away, as they 
choose.” A retail price of 15 cents 
has been placed on the 32-page 1957 
Ortho Garden Book. The dealer is 
instructed how to use it to (1) solve 
problems created by inexperienced 
salespeople, and save man hours; (2) 
build companion sales, and (3) pro 
mote his stores in expanding suburbia. 

The book gives comprehensive but 
brief, easy-to-read data on outdoor 
gardening problems: on _ planting, 
maintenance, protection and care, with 
particular reference to applicable 
Ortho products. There are do-it-your 
self chapters on making a plant stand, 
setting up a garden “medicine chest,” 
composing and compost bins, making 
an old-fashioned rose potpourri. Deal 
ers’ salespeople learn to supplement 
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nothing under the 


completely covers the FLORIDA 
GOLD COAST MARKET 


like aan | America I’th largest 


retail market with annual 


ales of | i billion dollar 


+. + —~& In AUTOMOTIVE sale per family 
Che Miami Herald eee 
pd ; the 22 US billion-dollar-plu 
a j . - 


narKke , tay 1 

ae national average. 6 out of 
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EXCLUSIVE 


PROMOTIONAL 
AID MOVES 


DISPLAYS! 


"FOR 
UNDERWEAR 


MEGP 


and other 
national manufacturers 


Our job is not done when 

the display is finished. We 
ially help you build en- 
iasm among your sal 

men, distributors and 


dealers with powerful, at- 


t! tive literature to 
obtain maximum sell power 
from the displays for you! 


Write for details and sam 


pl on this exclusive DIS- 


PLAY SALES service. 


% 
display 


sales 


1637 Gest Street ©* Cincinnati 4, Ohio 
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their own knowledge or save time by 
opening the book to the answer of 
the customer's question and letting 
him, the customer, read it himself. 
\lore often than not this leads to 
()rtho sales. For example, with pur 
chase of a dust or spray the salesclerk 
ay You'll need gloves to use this. 
And have you a good pair of pruning 
hears to cut out the damaged parts?” 
So salespeople are trained to build up 
sales, 

Dealers are catching on to the pro 
motion possibilities Some this year 
are sending out post cards to regular 
“Come in and get your 
new Ortho Garden Book . . 


to you 


customer 
. our gift 
Orhers have bought a thou 
sand or so, had them delivered to 
new home owners in their vicinity. 
Thus the Garden Book, with its year 
o-year flexibility and adaptability to 
ill sorts of promotional variations, has 
become a hardy annual on the Cal 
pray P-O-P budget. 

Self-liquidating premiums play an 
important part, too, [Last year it was 
the Claire NMleCardell smock, this 
ear the Polka Pinafore’ designed 
in Paris by Madeleine Casalino. Vo 
nterest youngsters there is an Ortho 


bug-shaped kite. 


Distributors and their men present 
each coming year’s campaign to deal 
ers in the fall [his program is crucial 


to the objective of maximum adver 
ing effectivenc Calspray handles 


ill this business through distributors 


exclusivel no direct sales are made 
to any accounts, no matter how big 
I his vives ad tributors a ke role in 
the Ortho home gardening product 
ile picture lhe ompany spares no 
effort to generate enth isiasm in them 
ind in their field men, and to make 
ire they fully understand promotion 
objectives and are familiar with the 
wivertising and ales tool 
Distributor selling is done by full 
time Ortho sales representatives out 


ota 


trict ofhces. “Two-day sales clin 
cs for these men are held regionall 
by Channing Jones and they in turn 


take trie tor oT the coming year's 


campaign to the distributors alone 
with the permanent home gardening 
staff. ‘Together they and the distri- 
butor salesmen call on dealers. 

Czufin “Our men are 
prompted over and over to tell the 
dealer something new about our ad- 
vertising program each time they see 
him... and they do.” 

‘To the same end, fall meetings are 
held for distributors and their sales- 
men and provide the way to drama- 
tize the campaigns. In addition to the 
more conventional exhibits and talks, 
Calspray 


Says, 


always features something 
unusual, preferably on the lighter 
side. ‘The idea used to merchandise 
this year's advertising campaign was 
a humorous “Home Movie.” 
Explanation of the advertising 
campaign takes an hour and a quartet 
of the one-day program. The day 
concludes with presentation of a sales 
kit to each several 
dramatizations by Ortho salesmen of 


salesman and 


how the promotional material is put 
to work on behalf of sales. One takes 
the part of a salesman, the other a 
dealer. 

The kits are designed to be as fool 
proof as possible. A salesman who 
follows the indicated procedures step 
that is, page by page—can 
not fail to use sound techniques in 


by step 


his selling contacts with dealers. 

The effectiveness of the Calspray 
approach is indicated in a four-foid 
increase in sales volume during the 
past four years. 

“Volume will keep increasing,” 
Czufin predicts, “because the home 
gardening industry is growing at a 
tremendous rate in the United States 
and Canada, partly owing to the in 
ownership which 
brings along with it interest in culti 


crease In home 
vating the garden patch, lawn or back 
vard; partly because larger families 
are keeping younger parents at home 
more and they want a hobby; partly 
because the crowded highways are 
working against ‘the Sunday ride’ and 
those who stay home want something 
The End 


creative to do. 


COMING 
May 10, 1957 


Sales Management’s respected 


annual “Survey of Buying Power.” 
then on 
July 10, 1957 
for the first time as a separate 


edition Sales Management's exclusive 


“Survey of INDUSTRIAL Buying Power.” 
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John Buckley tells you how 


Guardian Life uses The New York Times 


to help its sales representatives 


Back in 1955, the Guardian Life Insurance 
Company of New York decided to embark on 
its first consistent national print advertising 
campaign in some eight years. 

And a major factor in that campaign—during 
1956 and now in 1957—is The New York 
Times. John A. Buckley, 


promotion director, tells you why: 


Jr., Guardian’s sale 


“Our primary objective, with a limited bud 
get, has been to make the public more familiar 
vith our company name, to let more and more 
people know about The Guardian and thus 
create a more favorable climate for the sales 


activity of our representatives. 


“The attractive rate structure of The Times 


suupled with the recognized prestige of the 


national coverage made it a 


paper and its 
natural vehicle for the entire serie 


“The fact that we are continuing this plan in 
1957 with six full pages in The New York 
Times Magazine is probably the best measure 
of how we value The New York Times as an 


advertising medium.” 


Here is one more ty pical example of | he New 
York Times ability to do a better job for an 
advertiser. It will do the same for you, no mat 


ter what yout product or service. See for your 


The New York Cimes 


For 38 years first in advertising in the world's first market 
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“WE HAVE TO GUARD 
AGAINST A ‘ONE-FIELD’ 
REPUTATION’ 


Purolator Products, Inc., Gains Recognition 
Through Business Magazine Advertising 


“Sometimes an excellent reputation in one field can be almost a 
handicap in diversification,” says Mr. James Abeles, President of 
Purolator Products, Inc. ‘‘We’re well-known in the automotive 
field as a manufacturer of oil filters, yet our scope is much broader. 
We sell filters for virtually every known fluid . . . in all manufac- 
turing and processing . . . but are sometimes called ‘automotive 
people’ by customers and prospects. 

“Business magazine advertising has helped us immeasurably 
here in getting our scope established. Consequently, our represen- 
tatives can concentrate on specific selling proposals without spend- 
ing valuable time explaining that we are not exclusively an auto- 
motive parts manufacturer.” 

Using business magazine advertising to keep your sales story 
before all prospects is a concept we call ‘“‘Mechanized Selling.” 
Your advertising can help build and hold markets by working be 
fore and between salesmen’s calls to make contacts, arouse interest 
and create a preference for your products. This leaves your sales- 
men free to concentrate on their primary task— making proposals 


and closing orders. 


IF YOU SELL TO BUSINESS OR INDUSTRY, you can reach 
more prospects regularly, and at far less cost, by concentrating 
your advertising in those magazines serving your specific markets. 
In most cases, you will find you can do this most effectively in 


one or more McGraw-Hill magazines. 


VMcGRAW-HILL MAGAZINES 


McGraw-Hill Publishing Company, Incorporated 
330 West 42nd Street, New York 36, N. Y. 
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“I'm Not a Professional Actor, 
Why Should I Be a Good Speaker?” 


How you can improve your audience contact—your ability 


to get attention and sympathy. Good audience contact is 


as essential for a speaker as a signature on the order is for 


the salesman. With it a mediocre talk might make a hit. 


By BRUCE H. BURNHAM*, 


Distribution Transformer Department, General Electric Co. 


* Bruce H. Burnham has taught speaking to General Electric employes for five years. He is 


a member of the Speakers’ Bureau at General Electric's Pittsfield, Mass., plant, where he is 


an advertising specialist in the Distribution Transformer Department. 


Mo tf busine 
gard good audience contact as the 
wift of the natural-born speaker. Qn 


what is worse, they regard good wud 


people erroneously 


ai 


ence contact as the end product ota 


e on Broadwa und omething 
to busine \s on 7 om 

Why should 

Harrison ? 


or. In 


ortal to th nan standing betore 


the « tomer as to the ian standing 


before the footlight \nyone can 
learn to establi h good audience con 


judging trom my five years of 


experience in tea hing public 


t 


peaking 
o General Electric itles-training 


tudents 


' 


Ba iT ally, contact 


tems trom two things | 


good a idience 


having 
omething worth-while to say; (2) 
iying it well. If you have something 
worth-while to say, and wish very 
nuch to Say it, you are well on yout 
way to establishing good audience con 
tact loo many people talk too long 
without having anything to say. Re 
member, “Blessed is the man who, 
having nothing to say, abstains from 
wordy evidence of the fact.” 


ving 


John Winant, one-time ambassador to 
england, apparently had this in mind 
when he was unexpec tedly called upon 
to speak at a formal dinner in Lon 
don. He rose to his feet, looked down 
the table lined with dignitaries. ‘Then 
ifter an embarrassing silence, he said, 
I should never 
first place and 
When 
while to say you are animated, and 
neere, You 


Know about oul ubject. You are 


have yot up in 
sat down 
ou have something worth 


want your listeners to 


positive and vigorous, and your listen 
ers respond 
But don’t stop here. Take a few 


tips trom the pros: 


Nothing builds 
contact like enthusiasm. As 
Billy Graham, the famous 


1. Be enthusiastic 
audience 
a teen-ager 
evangelist, sold more Fuller brushes 
than any other salesman in his terri 
tory. Why? Because he was convinced 
there are no finer brushes than Fuller 
brushes, and he conveyed this feeling 
to his custome 

enthusiasm begins with good prepa 
ation. Know your story so well that 
you can start in the middle and do a 
good job. And practice, if possible in 
the room where you will speak. Don’t 
mutter to yourself, but speak out loud. 
And try out any props or visual aids 
you plan to use, 

When you speak before the audi 
ence, stand up straight get away trom 
the podium and open your talk with 
a smile. Artificial? Perhaps, but lis 
teners prefer a smile to a scowl. And 
speak a little more loudly than usual 

this helps bring you out of your 


shell. Varying the pace of your talk 
also helps to maintain good contact. 
Rapidly cover unimportant informa- 
tion and really hit the main points 
so that they stand out “like boxes on 
a shelf.”’ 
At Gl 


to enthusiasm. The mnstructor calls 


we devote one entire class 


the class to its feet and the students 
repeat after him, “Act enthusiastic 

be enthusiastic!” By the third round 
rocking. Then the 
advises the students to go 
talks for the 
think 


making fools of themselves. 


the rafters are 
instructo! 
“overboard” in their 
evening—to far they 
they're 
But strangely enough, that night the 
students do the best job to date, and 


I have yet to see a student go too tar. 


Remember Emerson's dictum: 
‘Nothing great is ever accomplished 


without enthusiasm.” 


2. Talk with people—not at them: 
Whether you are talking to two men 
or to two hundred, you are merely 
trying to communicate your ideas, 
Talk with them and not at them. 
There is no need to harangue. This 
merely antagonizes and destroys audi 
ence contact. 

Chester Lang, retired G-E vice- 


SALES MANAGEMENT 


known the country over 


for his speaking ability, helps estab 


president 


lish good contact by weaving people 
in the audience into his talk. In ad 
advertising conterence, 


Rally 


Reid here remembers when the copy 


dressing an 
for example, he might say, 
was the most important thing In an 
ad and not how it looked.” 

You may find it helpful to pick out 
someone in the audience and talk to 
him for a moment or two. Then pick 
jut someone else in another part of 
the room. Perhaps his expression, O! 
posture in his seat, indicates special 
Audience 
response, of course, is stimulating and 
This is 
why most TV entertainers insist on 
having a live audience. 

But don’t look first to the left and 
then to the right with monotonous 


interest in what you say. 


spurs us on to do our best 


egularity, “spraying” your audience 
words like a man 


watering his lawn with a hose. Thi 


with a flow of 


mediately Seel 
udience 

e¢ getting. Some speakers go 
ol completely oblivious that 
nembers of the i1udience are 
seep. If this happen uu, pep up 
empha on the 
points, and talk loude: 
heard. Don’t 


speaker whom Ben John 


nay not he 


ramous Engl h wit cha 


| 


saying, ‘‘He ticks on and 


] 


On | ( 


int w th an 
to build 


en HIUS ite ever\ 


3, Demonstrate ea 
unple: One sure-fir 
iud 
point with a specific example, just as 
Aristotle advised in his “Rhetoric’ 
e 2,300 odd years ago. Make each 
xample a ise histo proving 
sahat, Wa olf like a ote 


ific. Name people, places, dates 
eporter, tell 


SO be 


Like a new spape! 
who where, why, when, and 
how. Remember, we would 

a newspaper with headlines 
like this: “SOMEON HURT 
THE OTHER DAY IN A BIG 
ws Dy We demand facts VIC 
TOR RIESEL BLINDED LAS’ 
NIGHT IN NEW YORK BY 
ACID-THROWER.” Your listen 


ers are no different than 


oon stop 


newspape! 


reade 
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str kes the 


t =Use 


t. 
‘He is the best speaker who can turn 


visual aids intelligently 
the ear into an eve, says the \rab 
proverb. However, you should neve! 
use visual aids just tor the sake ot 


make it 


easier tor your listeners to understand 


having some, The must 
you. Otherwise, the aids will distract 
attention and destroy audience con 
tact instead of build it. 

If your aid has lettering on it, such 
as the headline on a chart, you 
spoken words should match the words 
on the chart as you reveal it It is 


disconcerting to have a speaker say 


10 example In 1950 the average 
kilowatt-hour 


pel month 


consumption was 2,000 
chart read 
‘Average kw-hr consumption in 1950 
? OOO per month. 
\bove all, make any charts slide 
hig ana sim ple 


last row. Chart-making is an art so 
lr 


W hile the 


for the man in the 
always consu with the artist on the 
best way to tell your story. He will 


want ou to cut coy 
He is 
senting mate ial suall ind know 
the pitfall 
ence with a i Of statistics 
Triste id 


i concl IS1On 


probab 


| 


his advice experiences 


of overwhelming 


plicated 


chart state 


sc natural yestures: \W hate Yi 
I ou make nake then 
natural unstudied and 
what you would do in conversatio 
Never determine to make a parti ila 
gesture at a parth ular time kor there 
IS nothing nore certain to destro 
audience contact than caretully ( 
hearsed yesrtures th if prov laim | h 
a speech, 


I shall always 


dent who had carefully rehearsed h 


remember one tu 


gestures for a speaking contest. Robot 
like, h ivm act located 
turn the n imbe of home owners 


1930 1940) 1950, and 1955 with 


iratel) 


} 


, ; 
out his eve loOKIng at the art. [he 


a idience Was SO Curious fo See IT he 


would miss that no one paid the 
slightest attention to his 
It ; ‘ » important 
the audience rom what 
what | do. Constantly rem 


glasses and then putting them 


on, pulling lapels, jangling coins 


scratching your neck, or doing any 


one of innumerable similar things 


imilar to 


distracts listeners and destroys good 
contact 
lt vou stand ip straight ind ippeat 
Case you iudience will teel if 
too. Be tree to move about a bit 
lt vou teel 


hand nm yo 


don't be a pacer. 
nore at ease to put one 


[Mn ket. do sO 


6. Don't memorize vour talk wo 


tor word It you recite vour |i 

teners will probably wish you were 
with the rest of the first-grader 
Your listeners want ideas, not den 


And i! 


what 


onstrations of word memory 
you're busy tryiny to re all 
word starts page three you'll lose 
your ideas and sO will you audience 
Furthermore, if you forget one word 
you may torget yout! talk and you! 
audience will host likely yo to sleep 
while you try to find your place in 
our written pape 
Instead of memorizing ir talk 
this: First, write it keepin 
firmly in mind the two o 
point \ 
home 


1 help 
Her) 


first time th ough 
rough and you I] have 
pape! NOW and then 
you train ol thought 
third or tourth time 
talking 
tead ot reciting it 
\dvantages of this syster 
erou You can easily alter 


nent at the last minu 


on our own 


mi previou talk ol 
tions. Most WMportar 
elf. Instead of 
words committed to 
ill tend to be pompous hes 
iil be peak ny prett 

do in conversation. Yo 
vill shine throug! ind 

j j 


rood audience contact 
| he ( iggestior 
bu Id 


into you next ilk 


to help You 
helped hundred 


wh 


eminder of the npo 


t +} 


idience contac ne 
| 
i landy che K 
important talk One ip 


The End 


GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year 
Our prices are competitive 
Our quality is superb. 

Our service unexcelled 
Try us the next time you need 
quantity photos 


PRICE LIST 


8x10 GLOSSY PHOTOS 


- 
|_ QUANTITY cost 
1000 $75.00 

500 42.50 

100 9.50 

50 6.00 

25 4.00 

12 3.00 

6 2.22 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request 


MAJOR PHOTO Co. 


Commercial Photographers 
1210 WN. Clark Street . Chicago 10, Illinois 
Dept. SM . Telephone: Michigan 2-5651 


TODAY- 
THE TREND 
iS TO GOLD! 


give golden gifts 


MA 
SOLID, GOLDEN-HUED 


/- . off 
4 / 4, ff Z 
JLhiiyle 
FLATWARE AND HOLLOWARE 
for CUSTOMERS & EMPLOYEES 
SALES INCENTIVES +» PREMIUMS 
CONTEST & DOOR PRIZES 
Beautiful Dirilyte has known value, is nationally 
advertised, long lasting. Will be taken home, 
used and appreciated by the entire family 
Wide variety and price range Special quantity 
discounts. Write on company etterhead for de 


scriptive literature and prices 


DIRILYTE COMPANY OF AMERICA, INC. 
Kokomo, Indiana 


Now DIRILYTE HOLLOWARE 


NEEDS NO POLISHING 
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WORTH WRITING FOR. 


Detroit Growth Record 


Basic marketing data covering the 
Detroit Standard Metropolitan Area 
which is made up of Macomb, Oak 
land and Wayne counties in Michi 
July 1956 the 3,016,197 
population count of the 1950 Census 
had grown to 3,670,000 
of over halt a million in 6'/4 years. 
Bulk of the growth has 
suburbs beyond the boundaries of the 
central cities of Detroit, Hamtramck 
and Highland Park. ‘This 
documents the record of growth from 
1950 to 1956. Included are compara 
tive data tor population and housing 


gan, By 
an increase 


been in 


report 


tor every city, village and township 
in the Detroit SMA; 
other characteristics. There are three 


Imncome and 


which show 


population density and economic rat 


maps housing growth, 
ing for each municipality. For a copy 
of “Population, Housing and Eco 


Characteristics of the Detroit 


NOTIN 
Standard Metropolitan Area—1956,” 
write to Jake Albert, The Detroit 


News Detroit, Mich. 


How Do Your Ads Rate? 


This research report will tell you 
how to get vout advertising read. It 
has to do with the characteristics ot 
well-rated advertisements in the vol 
ume teeding market. First, it puts you 
in the shoes ot the other tellow—the 
men (and responsible for 
feeding 
analyze 


women ) 
volume operations—so that 


you can their problems in 


servings appetizing meals avoiding 
monotony, keeping tood waste down 
making the best of available space and 
the most done with the smallest staff 
etc.. and how thev look to business 
papers to solve then problems. From 
there it gets you back into your own 
selling the volume 


shoes—those of 


teeding market—and shows you how 
to present your advertising to attract 
attention. It 
subjects as these: Pictures (100% of 


maximum covers such 


high-rated advertisements are illus 
trated )—kind of pictures: 
uct im use? Color 


Tle adlines 


big? prod 
ae | 


2 


does If pay 


promise ot reward nn 


them. Arrangement. Space. Fifty-one 
high-rated advertisements are illus 
trated, together with information 


about how many readers noted them 
read them most, whethe 
they were in color or not, and number 


how many 


ot inquiries they brought in. For you: 
copy of “How to Get Your Advert 
tising Read by Volume Feeding Man 
write to Arthur H. Dix 
Vice-President in Charge of Research 


agement,’ 


ti.“ _~'_ A 


Conover-Mast Publications, Inc., 205 


KE. 42nd St., New York 17, N. Y. 


The Market Now, and Ahead 


A look at the new 
which we are living and the basic 
changes which have taken place in out 
economy in the past 10 years. We now 
have 45,506,000 families—3,181,000 
more than in 1952. Consumers now 
number 167 million—4'/,_ million 
more than in 1954, 11 million more 
1952, a 26.5% increase in 
population 1940. Births are 
now over 4 million. Income is $320, 
900,000,000 annually—tfour — times 
greater than the 1940 figure of $78.7 
billion. Of the markets of America, 
the most important is ‘“‘Wage- Town” 
Wage earners head 54.8% of all 
families, 62.3% of all non-tarm fami 
lies. Data include growth of wage 
earner numbers and wealth; dispos 
able income; personal spending and 
savings; employment; women at 
work; prices and wages; wage and 
salary families by 
groups; family income by occupation ; 
family income wage earner vs. white 
collar. A copy of ““The New America 

Your Market Potential for 1957” 
may be obtained from Lee Andrews, 
Vice-President and Advertising Di 
rector, Macfadden Publications, Inc., 


05 Ke. 42nd St., New York 17, N.Y. 


America in 


than in 
since 


rec eipts ; income 


Grocery Brand Distribution 


1957 study of the pattern of distri 
bution of grocery brands within the 
San _Francisco-Oakland market. It 
covers 3,580 brands grouped into 95 
product classifications, showing total 
distribution in the Metropolitan 
Marketing Area and the pattern of 
these brands in the 
two halves of the market (West Bay 
and East Bay-Oak 
as well as in each of the six 


distribution of 


San Francisco 
land ) 
counties in the Area. The study meas 
ures not only the quantitative distri 
bution of products, but outlines the 
degree of penetration of each product 
in Various segments otf the market. 
This is the pattern which is impor 
tant to effective sales and advertising 
planning. All brands showing 10 
or more distribution are listed. For 
the full report, ‘Pattern of Distribu 
tion of Grocery Brands in the San 
lrancisco-Oakland Market,” write 
to 3. G. Paltridge, Vice-President and 
Manager, Radio Station 
Oakland, Cal. 


General 


KROW 
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Dallas News readers 


In Dallas’ Out-of-Town Market: 


91,000 out-of-town customers in the Dallas Market 
have active charge accounts in one or more Dallas 


In Dallas’ City & Retail Trade Zone: 


MOST DALLAS STORES’ CHARGE-ACCOUNT 


CUSTOMERS PREFER THE NEWS! 
Charga-Plate stores. 


STORE dt BIiICIDIEI|FIGIHi tj} J 92,000 out-of-town families in the Dallas Market sub- 
Pie ee. mee face bose tLe. eo ee scribe to The Dallas Morning News. 
% SUBSCRIBE 
TO NEWS 84 | 72 | 73 | 78) 79) 85 | 20) 72) 77) 79 One Dallas store says 95% of its out-of-town, charge- 
5 svecerie: 50 | 60 | 50 | 58 | 51) 55 | 56} 591 521 58 account customers subscribe to The News! 


Out-of-town customers are responsible for 35.2% of 


1956 Consumer Inventory, Dan E. Clark I! & Associates Dallas’ retail sales volume! 


This predominance of News subscribers 


among Dallas’ charge-account customers, in Dallas and the larger 
Dallas Market, is further proof of the greater buying power of News 
readers. The Department of Agriculture and the Federal Reserve 


have established that people with the wherewithal to buy, buy more. 
CONCENTRATE your advertising in The Dallas News, GET The 
News’ 20% larger circulation and selective quality coverage of 
and SELL MORE! 


Dallas and the larger Dallas Market 


ONLY THE DALLAS NEWS 
COVERS Tif 
BIGGER DALLAS MARKET 


CRESMER & WOODWARD, Inc. @ National Representative 
New York @ Chicago @ Detroit @ Los Angeles @ San Francisco @ Atlanta 
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N at engineers fit 


A _ Oswald S. Carliss directs the design 
and development of Yale Materials Handling 
* equipment, one of the world’s broadest lines, 

. from his headquarters in Yale & Towne’s 


big and modern Philadelphia plant. 


ee We have constant need for catalogs in locating new sources of materials and 

component parts, But even with a full-time librarian, developing and maintaining a 
really useful catalog file is a disappointing task. The catalogs distributed 
in Sweet’s Product Design File are a far better and more convenient source 
for the kind of information we need. As a result, we depend heavily on Sweet's, 
and look there first for information. 

“It would be tremendously helpful to us if all manufacturers would put their 
catalogs in Sweet's, where the indexing makes them so easy to find, 


and where we are sure we are getting up-to-date and reliable product information. 99 
Oswald S. Carliss Director of Engineering, 
Yale Materials Handling Division Headquarters 


Yale & Towne Manufacturing Company 


Philadelphia, Pennsylvania 


 fneed from suppliers... 


Thank you, Mr. Carliss. You have expressed what 
thousands of design engineers think about prefiled 
manufacturers’ catalogs as the best answer to faster 
selection of materials and component parts 

In a study by the Recording and Statistical Corpora- 
tion, for example, design engineers by a decisive major 
ity said they prefer the PRODUCT DESIGN FILE to every 
other product-information source 

They express this preference because nowhere else 
can they find such an abundance of product information 


conveniently at hand the instant they need it. The 1957 


PRODUCT DESIGN FILE'’s two volumes bring design engi 


SWEET’S CATALOG SERVICE 


Division—F. W. Dodge Corporation 
119 West 40th Street, New York 18. 


neers the catalogs of 237 manufacturers in the most use 
ful way they can be provided: filed before distribution 
bound together, classified by type of product to make 
comparison easy, indexed three ways for maximum con 
venience 

Many catalogs for the 1958 PRODUCT DESIGN FILE are 
already in design and production, Will yours be in 
cluded? Let a Sweet's catalog sper ialist tell you of the 
marketing advantages gained by 1,740 manufacture: 
who employ Sweets to prefile and distribute their cata 
logs. Convince yourself of their value by arrangiy in 


early appointment with him 


Designers, producers and distributors of manufacturers’ market-specialized 


catalogs for the industrial and construction markets. 


Purchasing 


Sees Salesmen 
Within the Hour 


—or Else! 


ARRIVAL: When a salesman arrives at the 
Columbus plant of Westinghouse he gets a nice 
smile from the receptionist and then he’s in for 
a surprise, for the whole operation is automatic. 


\n average of 50 salesmen each 
lay call on the Columbus purchasing 
lepartment of Westinghouse Electric 
Corp. (and sell $1,000,000 worth of 
materials a week.) And some of these 
poor guys used to sit around half a 
day waiting to see their man. No 
more. For Westinghouse has a new 


HE CLOCKS IN The receptionist puts a card through the IBM system—begun last November—that 
time clock to show when the salesman arrived. If he has to wait more takes the curse off waiting: It’s an 
than an hour to see his man she checks to see where the delay is , IBM time clo k. 


Here’s how the idea works. A 
alesman arrives at the reception desk 
He gives his name, the name of his 
ompany and the man in purchasing 
whom he wants to see The re ep 
tionist immediately puts a card, with 
this information, through the time 
lock and notifies purchasing that Joe 
Jones of Blank Company has_ been 
yutside the ofhce 20 minutes, She 
alls again if Joe hasn't been seen. 
lf Joe hasn't seen his man within an 
hour the re eptionist checks pur 
hasing and asks “why?” 

During the first full month of 
jperation Westinghouse discovered 
that eight percent of callers waited 
more than an hour. The next month 
the figure dropped by two percent 
and in January by three percent. 

\t the end of each day the recep 


AND HE'S THERE! Only a small percentage of callers have to wait tionist turns over all time cards to 
over an hour to see their man at Westinghouse. The time clock system pure hasing for the department's 
has gotten things on a systematic basis and salesmen ali love it. study. The End 


100 SALES MANAGEMENT 


THIRTY MINUTES that’s all it takes to 


convert this van into a spacious exhibit hall 16’ x 32’. Created 

by GARDNER for The New Jersey Bell Felephone Company, it 
carries an informative and merchandising message direct to th 
public No need to wait for special fairs or exhibits when your 


product is displayed inaGARDNER ex pandable van! 


GENTLEMEN 

An expandable 
pany needs! Please 
let Take Your § 


GARDNER 
DISPLAYS 


477 Melwood Street 
Pittsburgh 13, Pa 


Name 


GARDNER 
DISPLAYS 


477 Melwood Street 


| 
Pittsburgh 13, Pa y | 


Ralston Purina's ‘Champ 


another imaginative mobile 
exhibit built by GARDNER Address 
for county and state fairs 
] City Zone State 


DETROIT CHICAGO NEW YORK 


“In a few brief hours —this atomic drug will be useless!” 


from Abbort Laboratori Ouak Our radioisotope business exists because of Air Expre 


| : 
ha heduled u ot a With its swift, 1 lat fights on all scheduled airlines, its 
I 
ty la { only radio ontrol 1 ¢t } its national X letype network no 
A di | pa 1 Dy 1cct 1 bombardment other servi in itch it 
| () | ( 
| Wi | lenn 5 ney by s fyvin Nit Ex; re For in 
t will be t tal nd shipment from Knoxville to Chicago 
I I d 
\\ fon Air | x} for literally $ ( That | ) less than any other cor plete air 
| n 
I 


& Air Express shige 


30 YEARS OF GETTING THERE FIRST tiv | .S. Scheduled Airlines 


CALL AIR EXPRESS division of RAILWAY EXPRESS AGENCY 


DETR 


ee Pew ewaSs eT ew 


aq ae a for county and state fairs 
Pittsburgh 13, Pa iT ] 


City Zone State 
DETROIT CHICAGO NEW YORK 


Cakes Fall 
At South Pole, 
But Pillsbury 


IN THE COMPANY BEECHCRAFT, at 8,000 


Rises to the Occasion feet, Pillsbury’s Ruth Andre Krause simulated 


Little America’s elevation, baked cakes with high 


altitude recipes that didn’t fall. Then, quickly 
relayed the formula to the South Pole'’s cook 


\ cake that refused to rise nor of the service, the Navy, assigned to cussion of living undet primitive con 
mally in the Antarctic threw the support the polar expedition with ditions on one of his network news 
country into a national emergency men, ships and know-how, whipped shows. Commercial bakers and some 
that, for a time, got more attention, into action. ‘They yelped for help housewives showered their solution 
press-wise, than Col. Nasser. from a woman. on Pillsbury 

Into the crisis were hurled the A Navy operator contacted Paul (If you ever get caught at 8,000 
resources of the International Red Blum (W3KCR ) of Syracuse, N. Y. feet and want to bake a cake, increase 
Cross, amateur radio operators and by short wave. Blum has been helping total liquids 20% ; increase oven tem 
the home service center of Pillsbury the American Red Cross exchange peratures 25% at least; decrease 
Mills, Inc. messages between the men of Opera leavening (baking powder) by 606 

Net result: for 12 men assigned tion Deep Freeze and their families in decrease beating and creaming; de 
by U. S. Navy ‘Task Force 43 to ¢ Ip the states. crease richness so total sugar is not 
eration Deep Freeze in the Antarctic, Blum relayed word of the cake more than total flour. ) 
cakes “like mom used to bake’’: for baking crisis to Kenneth ‘Thomas, a Pillsbury’s communications prob 
Pillsbury, reams of publicity and Red Cross representative in Syracuse. lem finally was solved by telegraphing 
goodwill; for cake makers the coun- ‘Thomas, spotting the seeds of a real the data to the amateur radio op 
trv over, a chuckle. morale problem in the polar area, took erator in Syracuse, who then tran 

It started when cooks of Opera it up with Ruth Andre (who recently mitted it to the South Pole 
tion Deep Freeze, who had several became Mrs. William Krause), di Several days later, when the short 
tons of bulk packaged cake mix of rector of the Ann Pillsbury home wave channels cleared of static, the 
the type used by hotels and restaurants service center in Minneapolis South Pole reported back to Blum 
in the states, found their cakes were Ruth quickly figured out that it was the Syracuse operator They were 
coming out of ovens in the Antarctic the altitude (some 8,000 feet) that now turning out “some mighty fine 
with a texture similar to that of the was giving the trouble. She said Pills cakes,”’ they said. ‘They had heard 
surrounding ice floes. bury has home-style cake mixes formu the Lowell ‘Thomas broadeast and 

The problem not only vexed the lated for altitudes of that kind but kept Blum on the air until 10 in 
bakers—it whipped the geologists not in the hotel and restaurant mix the morning reading some of the 
meteorologists, glaciologists and seis because there are comparatively rew newspapers 
mologists sent there to wrest scientific cafes at 8,000 feet. Final communication from the 
secrets from the ice-encased area. Ruth set up the compensating in South Pole to Ruth Andre 

In keeping with the best traditions structions but then had her own “We, the men of the South Pole 

troubles. When she wanted to talk crew, wish to thank you and your 
with the head baker of Operation staff. Chester, our cook, has tried 
Deep Freeze, over a phone and ama your recommended recipe and we 
teur radio setup, she found that FCC found that your cakes turned out a 
regulations prohibited that type of lot better than our first one, which 
hookup. you know was pretty flat Wi 
Then she made a tape recording would really appreciate any other 
of the information from the Pillsbury recipes you or your staff could send 
laboratories, along with some general us, with the variations. We will be 
baking suggestions, but she found that here until January, 1958. It sure i 
transmission of tape recording by nice to have cake once again 
amateur radio 1s prohibited. The communication was igned by 
While Pillsbury was trying to “Chester Segers, the South Pole cook 
solve those headaches, the press, radio William McPherson (KC4 USN ) the 
ind television took up the problem. south Pole amateur radio operator 
Lowell ‘Thomas gave a learned dis ind the whole crew The End 
APRIL 19 1957 10! 


Farm Journal 
4 a 


Gives farm —— 


families everywhere 


what they want, need 
and can’t get 


anywhere else 


» 


MARCH 1957 © 20 CENTS 
Kastern Edition 


hewer Prips Put in the Crop + Colorful 
Vew Shrubs + Where America Was Born 


New Shrubs « Where 
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Southern Edition | yew shrubs + Wher 
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SALES MANAGEMENT 


Investing ...a two way street 


Last year advertisers invested twice as 
many dollars in the pages of Farm Journal 
as they did in any other farm publication— 
nearly as much as the next three farm pub- 
lications combined. 


Substantially larger investments by adver- 
tisers have enabled Farm Journal to make 
larger than ordinary investments in editor- 
ial content. 


This has resulted in a winning combination 
for all concerned. It enables Farm Journal 
to provide the features and services which 
farm families everywhere want and need 
and can’t get anywhere else. This, in turn, 
enables advertisers to achieve greater cov- 
erage and greater impact at a lower cost. 


FARM JOURNAL 


One of the nation’s truly great magazines 
More than 3,500,000 subscribing families 


Graham Patterson, Publisher Richard J. Babcock, President 
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Refining Industry Buyers Prefer 
to have YOUR catalog in the 


REFINERY CATALOG 


primary reference source for buying information 


in the process industries 


The Rerinery Catacoo gets preferred 
use among buyers and specifiers in the 
Refining- Natural Gasoline-Petrochemi 
cal Industry because it makes the buy 
er’s job easier combining the 
complete or condensed catalogs of 
almost 300 material, equipment and 
service suppliers into one handy, cross 
indexed volume for ready reference and 
comparison 


This composite source of descriptive 
information, case bound for ease of 
handling, is carefully distributed to more 
than 8,500 known buying influences 
(98% of the industry's buying power) 


Your catalog in the Rerinery Carta 
LOG keeps your sales story on the job 


your customers and prospects to buy 
Based upon comparative printing and 
distribution costs, too, a factual pres 
entation of your sales story can be made 
in the Rerinery CATALOG more eco 
nomically, with greater chance Of cov 
ering maximum buying influences, than 
by any other method 
From over 20 years of consistent 
usage, your customers and prospects 
have developed the habit of “looking 
it up first’ in the Rerinery CATALOG 
which they keep handy as a tre 
mendous time saver 
Give your sales force a powerful assist 
by supporting your sales program with 
adequate catalog data in the REFINERY 


full time in the right places, at ©ATALOG 
the exact moments that buying decisions Write today for FREE data book on 
are being made making it easier for Cataloging to the Refining Industry 


THE REFINERY CATALOG 
A GULF PUBLISHING COMPANY PUBLICATION 
World's Largest Specialized Oil Industry Publishers 


¢ Tulsa (3), 916 Enterprise Bidg., CHerry 2-9211 


© Dallas (1), 518 Santa Fe Building, Riverside 7.7344 
* Wouston (19), 3301 Buffalo Drive, JAckson 94301 © Chicago (4), 332 S. Michigan Avenue, WAbash 2-9330 

© Los Angeles, W. W. Wilson Bidg., Huntington. Park, 
© New York (17), 250 Park Avenue, YUkon 6-6558 © Cleveland (15), 1010 Euclid Avenue, MAin 1-3295 LUdlow 7-1219 


the Holiday Seasou.... 


but all through the year, give memo books to 
your customers—distribute them at meetings, 
conventions and your trade shows. Have your 
salesmen give them out on their calls or insert 
them with your mail, 


With your ad gold-stamped on the front cover 
and additional advertising copy printed on the 
inside of the cover, these memo books put your 
name right in the hands of the people you want 
to remember you. 


Available in various colors and grains of gen- 
vine and imitation leather. Tell us how many 
you can use and we'll send a sample and give 


Sample No. E-56 
Size closed 
3” x 4%” 


you full cost information by return mail. 


ADVERTISING CORPORATION OF AMERICA 


Easthampton, Mass. 


Manufacturers 
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How a Texas Hatter 
Changed the Minds 
Of 15,000 Retailers 


Not too many years ago, children’s 
hats were low-volume and much 
ignored by stores. Today, Richard 
Englander of Dallas ships one million 


of his stylish Petit Chapeaux annually... ., on conscious TOTS can 


assortment of hats in thousands of department and specialty 


now select from a wide 


stores. No longer are young ladies limited to a handful of 


By MARY PIRIE perennial standard styles, As a result, sales have soared 


If any of the little girls in your Chapeau by Richard Englander” d tock, and, how proportions 
family appeared Easter Sunday morn rect to 15,000 leading department and tore shall carry in its children’s hat 
ing in a natural straw hat, the label specialty stores in 48 states, plus stores classification. lenglandet model 
in that hat might have read, “Petit in major Canadian cities. ‘Vhere ar tock’’ estimate is based on inten 
Chapeau by Richard Englander.” nglander offices in New York City knowledge of market conditions, pl 

So far as hats go, Englander is the and Los Angeles. tudy of the individual retailer's sale 
moppet’s Dior. ‘The “Trend-i-cator’  systen ha position and phy cal A i on 

Fifteen years ago, in most stores four tacets: fashion-coordination re pared to other stores in the city; type 
children’s hats were a neglected fringe search, consumer research, pre-me1 of customer; physical area of stor 
product classification. Children’s chandising new fashion tock con and space allotted to children’s hat 
wear buyers allocated them a very trol, pecial tactor 
small “open to buy.” usually offered Approximately 10% of kngland kenglander chooses his Stock Ce 
customers only the traditional roller er’s retail outlets are “Stock Control trol outlets on a geographical cro 
brim, bonnet and Scottie. Retailers stores. For each one Ienglandet Vil ection basi leach store must be out 
simply didn’t believe that girls’ hats tually acts as buyer and merchandis tanding, having good floor trafth 
would sell in any volume or variety. ing manage deciding how much idequate space allotted to children 

But Dallas hat manufacturer Rich hat and trained sale per onnel, Ty 

children classification, each cat 


ard Englander has increased “open 
to buy” 50% to 500% in his 15.000 


retail outlets. His creative merchan 


ries only Ienglander hat With a 
mixed stock, sales results would prove 
little explain Ienglandes Non 


dising has stimulated an upswing in 
ontrol stores buy all their children 


the entire girls’ headwear industry 


Englander uses two potent sales hats from Englander, or not, as the 


tools: wish 
1. His “Trend-i-cator’* system Fach Stock Control outlet send 
enables him to tell an individual store Englander weekly report OVOEINE 
not only how many dollars’ worth of description by age group or fabri 
children’s hats that store will be able tyle number, cost, retail, date 1 
to resell, profitably, but how the stock ceived, quantity received, sales for the 
week, cumulative total sale on hand 


should be proportioned as to styles 


sizes, colors, materials, retail prices. on orde 
2. His original designing has With proper promotion, our ‘cor 
transformed girls’ hats, one through trol’ retailers have been uniforml 
teens, from a stepchild “staple” t« uccessful in profitably disposing of 


an important fashion seller the stocks we ship to them a | ny 
Richard Englander started as a lander, “Their in-the-black sales fig 
millinery jobber’s salesman and a hat ures demonstrate the accuracy of out 
retailer. In 1941 he opened his what-to-buy how-much-to-buy coun 
PRE- i I , . \ t 
Dallas hat factory with 10 employes. . TESTED by Englander’s teen-age cl, and the salability of our ha 
ae ¢ ' ashion | : Jeside yy Pp mt 
Today he has 125 employes, annually shion councils, success of an ap Besides furnishing ales ammul 
ships approximately one million “Petit proved hat style is practically guaran tion for knglander’s open-to-buvy 
paae teed. This one appeared on the cover recommendations to non-controlled 
*Patent pending of “American Girl;” was big success stores and new customer tock con 
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“This is the size we use for the Growing Greensboro Market!" 


Sales Managemenc Figures 


gets results. 


Ye 


4 


a” 


¢, 


Greensboro 


influence in 


It's a sizzling market with a pleasant aroma of sales 
in Greensboro’s rich, 12-county ABC Retail Trading 
Area! Consumers consume and buyers buy and readers 
read the Greensboro News and Record. To reach a 
loyal 400,000 readers (circulation over 100,000), put a 
strip of your budget into North Carolina’s paper that 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 
over half of 


North Carolina! 


News and Record ti 


GREENSBORO, NORTH CAROLINA 1__l_/s 
Represented by Jann & Kelley, Inc. 


__ {| 


trol figures serve as a valuable guide 


for hi 
They how lor 


manufacturing operations, 
example, when a 
carry-over fashion begins to be super 
seded by a th 


trend “Ieven a 


eason or a next-season 
slight waning of 
popularity is significant, if it shows 
reports trom a sizable pro 


1.500 Stock 


up in ile ) 


portion of oul nearly 


Control outlet points out eng 
lande: And ours is the only known 


record of retail sales in this classifica 
tion. National Retail Dry Goods As 
sociation has figures on children’s 
ready-to-wear, but not on children’s 
hats.’ 

Recently, a group of 19 large Mid 
western store ent several top execu 
tives to Ienglander’s New York City 
ofhice with such questions as these: 

"We do X volume in our children’s 
department which has X divisions 
What vearly volume should we shoot 
for in girls’ hats 
How much should we invest in an 
opening tock ? low can we make 
that opening inventory turn fast and 
show a good profit? What should be 
our markup picture, and our mark 
down?” 

Ienglander and his staff were abl: 
to give concrete answers, Following 
recommendations, 19 Midwestern de 


partment stores have done very nicely 


106 


one through teens? 


with their 400% expanded, fashion 
wise children’s hat sto« ks. 

This store group decided to carry 
the Englander line, but any retailer 
can get an Englander analysis of his 
girls’ hat situation, without obliga 
tion. Says Englander: “If we can't 
sell him on our “Trend-i-cator’ service 
and our position of fashion leader 
ship, and convince him that it’s to 
his own interests to carry our hats 
well, we don’t deserve that business.’ 


Extra Business Helps 


Englander maintains that exploita 
tion of fringe classifications can help 
No. | retail problem: 


“I-xtra business in our 


answer today 
high overhead 
classification—children’s hats—usu 
ally can be secured without increasing 
floor space or number of employes. 
But the average children’s ready-to 
wear buyer can’t be a specialist on all 
the 30 or more classifications for 
which he or she must buy and the 
natural tendency is to neglect the 
fringes’ in favor of big-ticket classi 
fications such as coats. That’s where 
our “Trend-i-cator’ service comes in 
We can tell the retailer what his cus 
tomers want in children’s hats—and 
how to go about exploiting this classi 
fication for ‘plus’ volume and profits.” 

In advance of each season Frg 


lander works with fashion editors and 
with manufacturing and designing 
sources of children’s ready-to-wear, to 
design hats which correctly acces- 
sorize upcoming coats, dresses, etc. 
At the consumer level, Englander 
observers, including the boss, work 
in Stock Control stores. Waiting on 
customers, they learn important mar 
keting facts. Example: In most sec 
tions of the country, today’s little 
miss begins to express fashion prefer 
perhaps actually to choose her 
at age three. Her prefer 
ences, with Miommie’s, are reported 
to the Englander home office. 
I-nglander observers may spot some 


ences 


own hats 


weak link in a store’s selling chain. 
One retailer’s salespeople lacked train- 
ing in tie-in selling; when they sold 
a coat, they rarely tried to sell a hat. 
Such weaknesses are reported to the 
I-nglander home ofiice—which takes 
tactful steps to help the Stock Con 
trol retail outlet. “Without complete 
promotion, even the best-balanced, 
most fashion-right stock can’t sell to 
maximum potential,” says Englander. 
“A trained outside observer may spot 
gaps in sales promotion which even an 
alert management has overlooked.” 
Englander in-the-store research 
shows that today’s customers usually 
are ready to buy one price line higher 
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FIRST 
in Groceries Linage 
in ew York State 


@ GENERAL GROCERIES ADVERTISERS placed 1,490,193 lines in the 
Syracuse Herald-Journal and Sunday Herald-American in 1956 — 
more than in any other six-day or seven-day newspaper in all of 
New York State, including New York City, Buffalo, Rochester and 
Albany. (From Media Records, 1956) 


@ The Syracuse Herald-Journal and American ranks 11th among all 
newspapers in the United States and Canada in volume of fotal 
general groceries linage. 


@ That's because advertisers who know their groceries know that the 
Syracuse Newspapers deliver not only 100% saturation coverage of 
the metropolitan area, but also effective circulation in the 14 addi- 
tional counties in the Syracuse market. 


@ No other combination of media can do a comparable job at a com- 
parable cost in this great market where close fo 1.4 million people 
spend $2 billion annually. 


FULL COLOR AVAILABLE — DAILY AND SUNDAY 


Represented Nationally by America's Best 
MOLONEY, REGAN & SCHMITT Test Market 


the wanes NEWSPAPERS 2 


HERALD-JOURNAL & HERALD-AMERICAN THE POST-STANDARD 
Evening Sunday Morning & Sunday 


CIRCULATION: Combined Daily 233,150 Sunday Herald-American 221,744 Sunday Post-Standard 105,245 
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SAN DIEGO - 
YOUNG GIANT MARKET 


1956 Retail Sales: 


More than a Billion Dollars! 


The San Diego Union 


AND 


EVENING TRIBUNE 


mt most 
IMPORTANT CORNER 


SAM DIEGO, CALIFORMIA . * INTHEUSA 


I 


1 


| | 1 — ed — 
> =" Go Pn eae rua 


San Diego — Young Giant Market of the West — soared past 
the billion mark in retail sales in '56 


Forecast for °57: Continued growth rapid growth 
vigorous growth — deep-rooted in a stable economy which has 


lourished since California began 


San Diego — combining the responsive vitality of youth with 
the seasoned stability of uve offers you a rare sales Oppor- 
tunity. And this Young Giant Market is sold best, at lowest cost 


pel sale through The San Diego Union and ! vening Tribune 


», 
15 metow r $< no S« Diec >, 
“The Rin Cy ‘ Truth 9 San Diego 
. rive ne Springfield, 


ngeles 


COPLEY newspapers | * ved by comtey jo ocean 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


than the retailer has in stock in 
depth. In this “one price line higher,” 
the customer usually finds too scanty 
a selection. “From automobiles and 
refrigerators to hats, today’s con 
sumers usually buy what they want, 
if it’s available within one price line 
above the ‘volume’ line offered them,” 
Englander points out. ‘Most retail 
store buyers haven't yet fully realized 
this, and tend toward over-caution. 
Through our Stock Control system 
we can show them that stores of their 
type, in similar geographical locations, 
are doing well with our next higher 
price line.” 

Englander hats retail at $3 to $8, 
up to $10. Englander recommends a 
fair markup to help meet today’s high 
overhead: “The fact that we sell 
direct, not through jobbers, cuts dis 
tribution cost and allows better mark 
up.” The company has 10 salesmen, 
sells perhaps 40% of its volume out 
of the New York City office when 
retail buyers descend on the Big City 
twice a year—and the balance out of 
Dallas headquarters and the Los 
Angeles office and through territorial 
salesmen. 


Not Exclusive 


I-nglander hats are stocked by out 
standing department and_ specialty 
stores throughout the country, but not 
on an exclusive basis in any one city. 

‘The company explores teen-age and 
sub-teen fashion preferences, at coun 
cils held in key areas. According to 
Englander, little can be learned by 
asking such abstract questions as 
“What style hats would you like?” 
It’s far more useful to find out how 
the girls live and play. A teen-age 
group told Englander that they usu 
ally danced cheek-to-cheek. Result: 
in spring 1953 he originated the clip 
hat still a best seller. Englander 
has the girls try on advance fashions 
and express their preferences. 

Englander creations—always based 
on fashion and consumer research 
have radically altered and expanded 
hat merchandising. Natural straw 
used to be traditional for the Easter 
parade—might be a little girl’s only 
hat, spring through summer. Eng 
lander changed the Easter hat to 
white, added pink and other pastels 

infused so much color and fashion 
variety into the picture that now no 
little miss is satisfied with just one 
hat per season. He originated Swiss 
straw hat-and-bag sets—since 1953 an 
important factor in the children’s 
headwear business. 

In advance of large-scale produc- 
tion, Englander pre-tests new hat 
fashions as General Motors pre-tests 
cars. Early in 1956, as a “‘cover”’ hat 


SALES MANAGEMENT 


for American Girl (Girl Scout maga 


zine) Englander designed a_ large PRODUCT DEVELOPMENT MANAGER 


picture hat in natural leghorn. ‘This 


carried the romantic feeling of ad A successful, medium-sized midwestern manufacturer of hard-line consumer goods seeks 
vance summer 1956 wide-skirted dress to expand volume through the development and expansion of its product line 

fashions. Englander knew it was The Product Development Manager reports directly to the top management He wil 
“right,” accessory-wise. His teen-age coordinate the creation, screening, development, profit analysis and market research 
fashion councils received it enthusi activities for new and improved products, and will participate in planning the sales 


astically. However, in 1956 the com programs for their distribution. 
pany made up only a moderate stock ' 
old smal! Please send your resume if you meet these requirements 
SOLE Stille 


of the new, large leghorn 
t | le Vr k : | . « Acollege graduate preferably with a degree in engineering or marketing 
initial orders to Stor Control stores * Between 35 and 45 years of age. 
over the country. Sales reports showed ¢ Currently earning between $12,000 and $18,000 
* Have a thorough Knowledge of sales promotional programs 
. 


excellent consume: acceptance during Know the distribution of hard-line consumer goods through sales management 


> > gs ale . experience. 
the summer of 1956, and nglande ' * Possess the ability to analyze the market potential of new products 
Is bringing this fashion back in a e Able to coordinate the various aspects of product development with the sales, 
col _ ‘ ‘ « 


Qtr : engineering, manufacturing and financial areas. 
bigger way for 1957. Competitors 


have followed suit and this vear. Resumes should include work history, education and record of past earnings. All 


eplies handled in confidence 
natural straw will again lead the ee 


spring parade. Write Box 3346, Sales Management 


Richard Englander originals have 


been selected for national promotion 
to the consumer by the fashion editors 
of Life, Good Housekeeping, Seven 
teen, Parents’ Magazine, Charm, 
Compact, American Girl, Look, Mi 
Call's, Redbook, and the pattern 
magazines. Also by leading business 
papers such as Women's Wear Daily 
ind Infants’ and Children’s Revieu 

AP and UP stories and pictures 
featuring Englander designs appear 
each season in newspapers throughout 
the country. 


j Understands Teen-Agers 


Ienglander has been awarded nu 
merous fashion citations, including 
the Annual Fashion Award of the 
Women’s Research Guild “for his 
understanding of the teen-age mind, 
his outstanding work ... in the world 
of Hat Fashions.” 

‘To a new customer, R. Englander, 
Inc., may recommend an “open to 
buy” 50% to several hundred percent 
higher than previous figures this, 
because few stores have exploited their 
children’s hat classification to its max 
imum potential. 

According to | nglander, about 
75% of the new accounts now follow 
open-to-buy recommendations: “It 
goes up to 90% when, instead of talk 
ing to the buyer alone, we can talk to 
buyer and merchandising manager 
together. This is because the lattes 
can then and there allot the extra 


money, himself. 
“We rarely have to show the met 


chandise to a new account,” says Eng What a premium! / PREMIUM SALES DEPT. 8-419 


lander. ‘‘We sell primarily the in The fun and excitement of taking a picture 4 POLAROID CORP., CAMBRIDGE 39, MASS 
tangible factor our fashion-and-mer one minute and seeing it the next has made Vlease cond me information, prices, and case histories 
™ the Polaroid® Land Camera one of the orld _— the Polaroid Land Camera used as a premiun 
chandising know-how which has mul eeapepeicnininties We * Ds 
tiplied volume and pront Tor 15 OOU Used as an incentive for ilesmen and di ' 
retail outlets.’ tributors, as a dealer loader, as an award fos COMPANY 
display placement ' 1 consumer contest 4 
lo retailers, | nglandet otters sales er rs Polaroid Land Camera really get 1 AvoRE 
aids rarely offered by manufacturers action! Top companies have used this camera | wa 
of ‘fringe’ classifications. For exam as a premium with tremendous succes i 


APRIL 19, 1957 : 109 


New Rust Preventive 
Ends Consumer Rejects 
Due to Corrosion 


Marvellum VPI® Provides 
Rust-Free Shelf Life for Metal 


Products — Any Size or Shape 


Now you can stop rust by packaging prod- 
ucts in a chemically treated paper. This 
new miracle paper, Marvellum VPI®, stops 
rust for years even under the most unfavor- 
able climatic conditions. By releasing an 
invisible vapor, VPI forms a thin film on 
metal which oxidation (rust) 
Marvellum VPI completely eliminates the 
old greasing and oiling methods, providing a 
simple easy-to-use rust prevention for any 
size (oT 


wevents 


shape of ferrous metal product 


Results Proven 
VPI was developed by the Shell Develop 


ment Co. to meet a government need for a 
protective wrap for storage and overseas 
shipment of vital aircraft parts, machines, 
Marvellum 


industry as a 


tools and other metal produc ts 
\ Pi m tow wide ly tine d by 


a gar liner or cover to protect product ts 
‘ in 


whi process storage, and transit 


idded Sales Features 


Phe effective, long-lasting protection of 
Marvellum VPI, its cleanliness and ease of 
application can make your selling job easier 
Customers weleome VPI packaging, which 
assures arrival of your products rust-free 
and keeps them cust-free during storage 
They ll weleome the cleanliness no more 
mnieessy prease to remove if you sell a 
such as hand tools or 


reusable V PI 


will provide an important added 


consumer produc t 
sporting equipment, the 
wrapper r 


sales feature 


VPI wrapper stops rust product can 
he removed for display o is pec tion and 
returned to V PT protection 
Inexpensive Protection 
Marvellum VPI is comparatively inexpen 
sive A small 1” x 5” strip protects a pack 
age of twelve hack saw b ades at a cost of 
1/10th of a cents a machine 
valued in the thousands, can be shrouded 
with VPI for as little as 


large tool, 


Versatile Packaging 
Marvellum VII can be tailored to your 
product, and your packaging and display 
It's available in rolla, sheets, 
Your 
trade mark and sales merssape can be easily 
Marvellum VPI W rite 


informative 


requirements 
envelopes bags, shrouds and tubes 
imprinted on 
today for free 


literature 


Wat [eum 


COMPANY 


samples and 


HOLYOKE, MASSACHUSETTS 
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ple, integrated plans for merchandis 
ing hats along with ready-to-wear. 
Printed material shows salespeople 
the current fashion picture and how 
to sell children’s hats. Point-of-pur 
chase advertising posters tie in with 
magazines’ editorial promotion of 
i’nglander fashion creations. 

Use of the company s sales aids is 
included in the 


“operating agree 


which Englander has with 
Stock Control It is strongly 


recommended to all retail outlets. 


ment 
stores. 
On request, one of Englander’s 12 
area sales coordinators, or an Eng 
visits Stock Control 
tores to advise on any difficult met 
chandising problem. Mail counsel is 
available to all The 
company often sets up radio and tele 
vision programs for retailers. Public 
given through 
fashion releases to local and national 


lander salesman 


retail outlets. 


relations support is 
publications, 

Englander hands each 
salesman a textbook on 


I’x-retailer 


new store 


keeping—‘‘before we show him a hat, 
before he even knows the difference 
between a crown and a brim.” Eng- 
lander urges the salesman to familiar- 
ize himself with such retail problems 
as making so many cubic feet of space 
pay back so many dollars—and mark- 
up and markdown. “It’s not enough 
to know our product, he must under- 
stand customers’ problems and how 
our product will help to solve them. 
Ihe salesman who makes this con- 
structive approach to today’s complex 
retail picture will find that selling 
now offers greatest-ever opportunity.” 

Sales obstacles? ‘We have ’em, of 
course,” admits Richard Englander. 
‘The idea of exploiting children’s hats 
with a fair-size, balanced stock is still 
relatively new. An_ inexperienced 
buyer may try to protect himself or 
herself by hand-picking a small stock 
hat by hat. It’s actually far safer to 
buy in broad selection as we recom- 
mend—thus giving the customer an 
The End 


He 
adequate choice. 


Heinz Prospects Are Full of Beans 


. and well they might be. For when the H. J. Heinz Co. introduced 
its new Campside beans it sent its salesmen to chain stores armed 
with thermos bottles, filled with its hot product, and invited executives 


to try 'em on the spot. 


Three years ago Heinz decided beans were in a rut, did some research 


and learned: 97% of families use some canned beans but 25% of the 


population consume 75% 


of the supply. Better than half of the 


housewives add other ingredients to canned beans. Even so, canned 


beans sales hit $150 million last year! 


Out of this research came Campside beans, with “extra ingredients” 


built in. Conventional beans sell 


for $1.71 a dozen cans: 


Campside 


beans run to $2.20. The new beans are now being marketed nationally, 
got a send-off with hot samples in grocery stores. 
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HE'S PLANNING A NEW 


CATALOG IN THE DARK. 


HE DOESN'T KNOW ABOUT THE 


CATALOG COVER SELECTOR 


ee ee eee ere ee ee eo ee eae eee, vecmemnaonse mad 


NATIONAL 


YOUR NATIONAL STATIONER can save 
you a load of work and headaches when it comes to 
planning your new catalog or sales manual. How? 
By showing you what your catalog can look like 
physically before you spend a dime. The Catalog 
Cover Selector shows you much more than just 
covers or binding materials. It shows a wide choice 
of color stampings, stock mechanisms, embossing 


effects, indexes the whole works! 


After you have made your decision as to what com- 
bination of components you want you have some 
thing tangible to show others in your organization 


still without spending a penny 


Why plan in the dark? Do it the easy way — call 
your National Blank Book Stationer today and tell 
him to bring up the National Catalog Cover 


Selector*. There’s no obligation. 


BLANK BOOK 
COMPANY 


Holyoke, Mass. 


=o 
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or write us at Holyoke for 4 
colored folder about National's 
custom designed catalog cover 


ale executive and salesmen have 


been described, especially during re 


ent yea! i walking ulcer tactorie 

corporation men and candidates 
lor a coronary, L hough these ally 
ons make good punch lines for gag 
writer ind lend themselves nicely to 
llustration by cartoonist the facts 


vhich give rise to them are definitely 


i 
bot Turin 

The truth is that thi group of men 
travel works under 


probably more 


rreater tension, eats more irregularly 
ind gets less regular sleep and exer 


e than pl wtically any other voca 


tional group This type of life is any 
thing but conducive to the finest 
phy ical health Yet the competition 
of today demands this kind of pace 

what we pene illy iccept as suc 
( is the goal 


But if we are to accept the fact 
that this pace must be maintained 

t it necessarily follow that. sales 
physi al 


ecutives and salesmen be 


vrech b the time they attain thei 


ils, or perhaps never even achieve 
them be iuse of pry cal breakdowns ? 
1 he iswel! l obviou ly no be 
( ome top men emerge trom the 
battlefields of ile marketing and 
promotion a ivgorou phy cally is 


vhen they entered them 
Lhe question is how did they do 
\lo t of them probabl took time 
! rt of } j 


rela luring a pa eacn da 


By STANLEY E. SMITH 


ate sensibly, and exercised as regu 


larly as their schedules would permit. 
They beat that old bugaboo “time” 
that busy men never have enough of. 
Lhey made time to do these things. 
And the important thing is that the 
time they took to do them was prob 
ably offset tenfold by increased physi 
cal cfheiency and vital capacity, to 
say nothing of their frame of mind. 
In recent years some progress has 
been made in the general direction of 
physical health, with more busy men 
making an effort to have a complete 
examination every year or six months. 
This is certainly a step in the right 
direction, but it is still a negative 
approach—a little bit like the slacker 
who continually looks for a discharge 
lip in his pay envelope, yet never does 
iny work to justify his staying on 
There are ways of improving your 
physical condition—yes, even at your 
we if you're in sound health to 


» 


begin with. Unfortunately, a great 


many people still feel that exercise 
isn’t good for them, and by way of 
illustration point out the case of Pres 
ident kisenhower, Certainly, he got 
more regular exercise than most of 
us, yet he still had a heart attack. D1 
Paul Dudley White, his heart special 
ist, answered that recently by saying 
that without exercise, Ike might have 
had the attack 

If you're convinced that physical 


) years earlier. 


Make Fitness Your First Order of Business 


exercise of some sort would be good 
for you, but just don’t see how it 
could be worked into your overloaded 
schedule, follow the five steps out 
lined below. It might help you to 
organize your thinking, at least, and 
this is a major part of the battle. 


1. Physical examination. Find out 
what your precise health status is, and 
how much physical exercise your body 
is capable of. It is now a universally 
accepted fact that a reasonable amount 
of exercise cannot injure a normal 
heart. ‘he “reasonable amount,” of 
course, depends somewhat on age. It 
also implies that the exercise be intro 


duced in sensible dosages. 


2. Fitness test. This differs from 
an ordinary medical examination in 
that it is a dynamic measurement 
rather than a static one. It is not 
absolutely necessary, but it helps to 
from which to 


and _ indicates 


establish an index 
judge improvement, 
fairly well where you should begin. 
‘There are many different ways of 
testing fitness, ranging from some 
thing as informally simple as touch 
ing the toes to batteries of tests which 
take days to administer. Which you 
use depends upon time, and whether 
you care to measure flexibility, sheer 
strength, or cardio-vascular efficiency 
circulatory 


(heart, respiratory and 


systems), which is the most valid. 
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EASY WAY TO RUN AN EXCITING, FLEXIBLE 


INCENTIVE PROGRAM ...CALL UNITED! 


eS ae 
CASS 
¢ ie | 


FZ 
— 
e 


Hes a winner... for you ! 


a 
en  ateeatiied 


Whatever you want an incentive program to do for your 
“buy.” Travel on 


is easy, economical, versatile, flexible. 


business. travel is your best incentive 


Lnited 


A call to United’s Incentive Plans Representative will 
bring you all this: 
jective. (2) 


(1) Suggestions on choosing your ob- 
{dvice on selecting participants. United's 
experience can help you avoid costly mistakes at the start. 
(3) Guidance in choosing the right dates for your incentive 
promotion. On United, you can make your “big payoff” 
time. 


any (4) Help in choosing the right incentives. 


You'll find United’s complete campaign planning service 


helps generate enthusiasm that insures results. Because: 


United will help you with that important kick-off meet- 
ing. Movies, decorations, favors play up the theme of your 
travel prizes. United, with selected experts in the travel 


MAIL THE COUPON NOW 


illustrated booklet, “Air 
Air Lines.” 


ask for the Incentive Plans Representative 


for colorful 
lravel Prizes on United 
Or call your nearest United office and 


os 
~~ 2 
a 


es ar 
” ie [/ 
: re : 


a Mi 


a 


J. J. Dierssen 
Manager of Incentive 


United Air Lines 


field, can provide complete campaign planning services. 


United Air Lines, with its‘routes coast to coast, border 


to border and to Hawaii, and with a variety of V.LP. indi 
vidually planned vacations and Perfect Host group travel 
arrangements, can fill your needs whether your business 


is large or small, your target individuals or groups 


United's “Perfect Host” group tours include all arrange 
ments —welcome parties, evening cocktail gatherings, all 
transportation details in the air and on the ground, sight 
seeing, gratuities. All arrangements are styled to compli 
ment you as company host. All your time on the trip can 


be devoted to your guests. 


An added extra—the treat of traveling in luxury on 
United’s “Red Carpet” DC-7s or on comfortable, economi 


Air Coach Mainliners. 


cal 


UNITED 


Sale 


De pt SM.-2 


16S. Wabash Ave Chicago 3, III 
Please send me your illustrated booklet on Incentive Programs that 
really work Air Travel Prizes on United Air Line 
Name 
Company 
on UNITED AIR LINES 
Street 
City Zor tat 
My posit 


APRIL 


19, 1987 


SIGHT, SOUND, 
ACTION, IN COLOR 


It takes this powerful 
“foursome” to do the best 


selling job. Now avail 
able coast to coast. 


USE 
THEATRE SCREEN 
ADVERTISING 


ZMADPA, 


1032 Carondelet Street 
New Orleans, La. 


SALES KITS AND VISUAL AIDS 
MERCHANDISED FOR SPECIFIC 
SALES PROGLEMS HAVE IN 
CREASED PROFITS FOR A LONG 
LIST OF SATISFIED CLIENTS 


PRESENTATION DESIGNERS cir 


46 E. 53rd St., N.Y. 22 ¢ EL 5-5590 


— 


~~ bv 


Are your salesmen equipped? 


Below is the Harvard Step-Up ‘Test, 
which is simple and quick to admin- 
ister, yet has proved to be as good 
a test as any. 

Try it: if you score above 80, chal 
lenge your ace salesman to a footrace 
around the block; from 50 to 80, race 
him around the conference table; if 
you score less than 50, let another 
salesman race him and you keep time. 


3, Find out what the expressions 
“fitness” and ‘condition’ actually 
This is not absolutely neces- 
sary, either, but it has always been 
true, and always will be, that when 
we go after something, it helps to 
know what we're after. 

Practically everyone 


“condition” or “fitness” 


mean. 


knows that 
is the state a 
person attains after some sort of con- 
tinuous training. Yet few people 
know what physiological changes take 
place in the body as a result of this 
training. “Che most common tendency 
is to associate fitness with the large 
muscle groups of the body, since in 
many cases their growth is the most 
obvious effect of training. The role 
of the muscles is important, but their 
efficiency in performing tasks of en 
durance, which we are more inter 
ested in than absolute strength, is 


largely dependent upon the cardio- 


vascular and respiratory systems. 

The main difference between a 
muscle which is capable of endurance 
and one which is not lies in the num- 
ber of capillaries, the minute blood 
vessels which permit the transfer of 
fuel and oxygen from the blood to the 
muscle tissues. Greater capillarization 
provides for a more continuous sup- 
ply of blood to the muscles, permit- 
ting them to work more efficiently for 
a longer period of time. Exercise in- 
creases the number of capillaries. 

Since the muscles need oxygen to 
function, the role played by the respi- 
ratory system is of prime importance. 
‘The amount of oxygen absorbed by 
the muscle tissues depends upon four 
things, all of which are increased by 
regular exercise: (a) ventilation of 
the lungs; (b) hemoglobin content 
of the blood (oxygen is transported 
by hemoglobin in the blood stream) ; 
(c) transference of the oxygen to 
muscle tissues (the capillaries, again) ; 
(d) the amount of blood pumped by 
the heart per minute. 


All of this boils down into these 
simple facts: When you are in good 
condition you breathe more slowly 
than when you are not, but the air 
reaches more deeply into your lungs. 
The result is that you actually breathe 
less air, but absorb a greater portion 


make up the difference). 


seconds, The other foot comes up 


Duration 40- 45- 50- 
of Effort 44 49 54 
0 - 29" 5 5 5 
0'30"-0'59"" 20~—=Co«15 15 
1’ o”-1°29" 30 30 25 
1'30"-1'59" 45 40 40 
2' 0"-2'29" 60 50 45 
2'30"-2'59" 70 = 65 60 
3’ O”-3'29" 85 75 #70 


3'30"-3'59" 100 «685)—ss 80 


4° 0"4'29" 110 100 90 
4'30"-4'59" 125 110 100 


-5' 130 115 105 


The Harvard Step-Up Test 


Equipment needed: A stop watch, or a watch with a sweep second hand 
a bench or chair 20 inches high (phone books or mail-order catalogs will 


|. Step up and down on the bench at the rate of 30 complete steps per 
minute as long as you can, but not longer than five minutes, (Start with 
one foot on the bench and leave it there throughout the stepping Count 


at 


2. Sit down and wait exactly one minute. While you wait, find your pulse 
When the minute is up, start counting and continue for 30 seconds 


3. Refer to the table, Find the appropriate line for duration of effort, the 
column for your pulse count, and see where they meet, That's your score 


HEARTBEATS FROM 1 MINUTE TO 1.5 MINUTES 
AFTER EXERTION 


55- 
59 


“one,” down on “two, 


etc. .) 


60- 65- 70- 75- 80- 85- 90- 
64 69 74 79 84 89 over 
5 5 5 5 5 5 5 
15 10 10 10 10 10 10 
20 20 20 20 15 15 15 
30 30 25 25 25 20 20 


40 35 35 30 30 30 25 
50 45 40 40 35 35 35 


55 55 50 45 45 40 40 
65 60 55 55 50 45 45 


75 70 65 60 55 55 650 
85 75 70 65 60 60 55 


70 65 65 60 


114 


SALES MANAGEMENT 


©. PARKER McCOMAS, President 
Philip Morris, Inc. 


The President Knows... 


“WHY PHILIP MORRIS’ PRODUCTS 


SELL SO WELL IN LOUISVILLE” 


“Philip Morris is proud to be a part of the 
dramatic industrial growth of Louisville. We 
are growing with the city, having recently com- 
pleted a new production wing on our modern 
Louisville plant—one of the world’s largest, a 
new stemmery, and new leaf warehouses. Ken- 
tucky furnishes rich burley tobacco for our 
cigarettes and skilled personnel for our Louis- 
ville plant. 

The people of Kentucky have supported the 
growth of our products— Philip Morris, Marl- 
boro, Parliament, Spud and Benson & Hedges. 
In Louisville and in Kentucky we consider The 


Courier-Journal and Louisville Times prime 
media. These distinguished newspapers have 
played a vital role in chronicling our growth 
and in delivering our advertising message to 
Louisville and Kentuckiana.” 


Last year Philip Morris sold Louisville for all 
it’s worth with over 42,000 lines of advertising 
in both The Courier-Journal and The Louisville 
Times, plus 6,800 lines in The Courier-Journal 
Sunday Magazine. These newspapers invari- 
ably rank at or near the top in every quality 
survey of American newspapers. 


Lebl LOUISVILLE for oll its worth / 


A Major American Market Where One Daily Newspaper Combination Reaches 99°% of the People 


Ghe Conrier-Zonrnal - THE LOvISvILLE TIMES 


392,500 Daily Combination * 313,633 Sunday ¢ Represented Nationally by the Branham Company 
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Fine ‘crop’ of RAINS Brightens Agricultural Southwest! 


Crop Moisture "vine Spur Arrival 
Is Best i 


Texas Is Soaked 


| West Texas F. Boise Ci 
Canton Water Begins By Heavy Rains Rainfall Totals a Boise City Snowfall 


inch and More Cheered by Moisture | Afeqsures 7 Inches 


oad ereen Fort Woats Stan Teiecram 
== In Some Areas 


Thursday Morning, Mall 21 —— 
2 We City’s Watershed 


Gets Dampening 

More |s Forecast es 

THE DAILY OKLAHOMAN . 
GOAT MARC 11 1987 


Water, Water EVERYWHERE and 
it’s making 


HEADLINE NEWS 
throughout the Southwest! 


There's nothing quite so new worthy to 


Ranchers and Farmers in Texas and otis 
Oklahoma as a good crop of rain ae Con 


and that’s just what they have. It's 
there for all to see splashed across 


the headlines of hundreds of papers 


Your product will reac h the homes of 


434,813 paid subscribers when it is = 
wheduled in The Farmer-Stockman ag 
More circulation where circulation iad 
counts. More R.F.D. subscribers than _ 
any other publication in the Southwest pe 
te Gl pouate, egeet Gon 8 ly » \PArTHereStor Ali ao ae | © 
Core Sa *Publisher’s ABC. Statement 5 RAIN MAP 
ecembe Wu = Hr . 
> «Sa December 31, 19% bed prep Forge « r Figures show total ch Snow 
“Hi rl tne ngh of rain ha ta lll 4 tase number of inches " 
iwhways = =n Or we o of rainfall during ». 
sid ¢ vow County Agents See Bright Picture *“@m the period Nov. | ‘ts Panhandle 


Reported . 
Hub-Deep 


) ee home 


1996 to March | 
1957 Source 

United States 
Weather Bureau 


— Pompe were etre’ te Oe 

of mew tian wheter 

ant Amarilic had reeewed @ of 
ener 


3 Wheat Is Best in Years 


The Farmer-Stockman 
OKLAHOMA CITY @ £DALLAS 


420 Lexington Avenue 4321 WN. Central Expressway 
NEW YORK 17, MUrray Hill 4-3340 DALLAS 5, LAkeside 1-312! 


400 WN. Michigan Avenve 
CHICAGO 11, SUperior 7.6145 


500 N. Broadway 


OKLAHOMA CITY 1, CEntral 2-331! 


oxygen on milarl our the time to pla otten enough exercises will probably be sufficient 
hearthe vill also be slower, but the Lounging around for weeks at a time for him, while the younger men will 
olume ot your heart is increased so then playing 36 holes on a Saturday want to include some heavier exe: 
that the otal efte more circula worse than no exercise at all. Not ises and individual strength tests like 
tion yx t time \n extreme case only that, golf is a strictly seasonal push-ups and sit-ups. Whatever the 
pot Roger Bannister, the first port in most parts of the country exercises, though, an effort should b 
nai nute le who had a_ pulse [he same is true of tenni made to include all of the large mus 
ite of onl t vhen he wa it h lor a man who travels a good part cle groups ot the body. 
peak of lition ot the time, the problem is much more 
One othe nportant ta hat wcute. However, if you concentrate 5. Make the time to take care ot 
the conditioned body not only re on it, you'll find more opportunities your physical condition. In most 
pond nore ethcientl to exertion to pursue one of your tavorite activi cases, this is mostly a question of 
but the recovery period afterward is ties than you probably ever realized mental discipline rather than time 
much shorter, “Vhi the basis of the existed. If you developed an interest Personal health and well-being should 
Harvard Step-Up ‘Test in swimming, tor instance, and made be your “first problem.” Once you 
it a habit wherever you went to find recognize it as such, the time will 
+. Kind the method of exercise out if there was a pool available take care of itself. For instance, many 


which best suit ou This depends 
available, your field 


oO nterest ind your pre 


pools would turn ip more otten, executives read several newspapers a 


upon the tacilitic 


When nothing turns up, however day, not because they 


parti ularly 


vious experi enjoy it, but because they feel it may 


you l] have to resort to your own re 


ence, if any, in athletic participation ources, It always seems a sound idea help their business to know what 

If you spend a majority of time in in fact, for a traveling man to organ going on. Just remember that it also 
the home ofhce should be fairly ize a set of exercises which he can helps your business to be at peak 
CAS) to locate facilities for either perform in his hotel room if necessary physical efhiciency. 

WIThMing, squa h or handball, which without any more apparatus than Finally don’t feel guilty about 
ire all excellent conditioners, or at perhaps a jump rope. ‘This, supple marking down “workout” on your 
least an exer e¢ room where rowing mented by a generous amount of out daily calendar. It’s much better to 

whines and similar equipment are door walking, or preferably jogging mark that now than to have to sched 


i tilable Recent] bar bells became 


can be just as effective 


i r pectable nean ot ondition ny 
tal kipping rope ha ilways been al 
favorite of ho r 

Colt fine when approached cor 
rect] but most busy men don't have 
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although per 
haps not as much fun, as many sports 

lor the 
thenics and some walking may be all 
that he 


( apable ot 


older man, a set of calis 


wants to undertake, or is 


strete hing and loosening 


ule appointments tor the doctor on it 
later on. Let the punsters talk about 
ulcer factories. Let the 
draw their ridiculous paunches. Just 
getting their 

The End 


cartoonists 


make sure they're not 
material trom you. 
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” , , 
All postmarks are actual reproductions. Post 


offices mentioned in the 


fext really exist. 


Grit is the shortest distance to 


850,000 tables in 16,000 small towns 


In Fruitdale (Ala., S.Dak.), the Strawberry (Ark., 
Calif.) is likely to come out of the freezer compart 
ment these days. And the small-town demand for 
canned vegetables and fruits gets Huger (S.C.) all 
the time 

The small-town market is important for every 
advertiser of branded consumer goods. But it’s 
particularly important for food advertisers. This is 
not just because there are so many small-town 
people. It’s also because small-town husbands come 
home for lunch 

There's one best way to emphasize your small 
town advertising coverage. Schedule Grit, the 
unique national weekly which for 74 years has 
cultivated this important and hard-to-reach market 
without a change in editorial philosophy and with 
steady growth in both circulation and advertising 


Of the 850,000-plus Grit circulation COoast-te 
coast, an impressive 59°% 1s concentrated tn towns 
of 2500 and fewer. An even more impressive 90% 


represents single COpy sales—the universally re og 


nized badge of quality. Small-town people read 


peo} 

Grit because it reflects their hopes, their aspira 
tions, their way of life. They believe in it. They 
respond tO its editorial content and to tt advert 


tisements 

The Bill (Wyo.) for a big-time Grit cam) 
about $2 per year for eac h of the 16,000 small towns 
it reaches. That's Welcome (La., Md., Minn., N.C.) 


Balm (Fla for your hardworking advertising 


11¢7f) 1S 


bud get! 


Grit Publishing Co., William port, Fa, © i pt need | aro, 
Meeker & Scott in New York, Chicago, Detroit, Philadely » and by 
Doyle & Hawley in Los Angeles and San Francisco 
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Like to make your own anal- 
ysis? Write us for copies of 
this ‘‘Market and Media 
Analysis Chart.’’ 


to match media to markets 


How often, in buying business paper space, 
have you wished for some method of matching 
circulation to your market? 

Or a simplified, fast way of finding out 
what proportion of the worthwhile establish- 
ments and buying power you were reaching 


with a publication? 


One advertiser calls it, ““Taking the hocus- 


pocus out of circulation”. 


You can do it with S.1.C.—combined with 
the Penton Census. Reporting on the Standard 
Industrial Classification basis is distinctly a 
PENTON development—and a vital part of 


the Census Operation 


Take STEEL Magazine, for instance. When 
you look at the circulation analysis, you'll see 
how we've already matched circulation to the 
market for you. To help you quickly find out 
how we stack up, you can run your eye down 
the plant counts, and compare the coverage 
figures for every product category. You can 
readily see what proportion of the worthwhile 


establishments you’re reaching. 
You'll find similar information available on 


each Penton publication, to aid you in Media 


Selection 


This method of matching media to the market 
is made possible through the use of S.1.C. and 


the Penton Census. It’s just one of the advan- 


tages of doing business with Penton, 


the P EN TON 


Publishing Company 


PENTON BUILDING « CLEVELAND 13, OHIO 


49 Ideas for Kelmet— 
(and Maybe for You) 


This is the problem: if you have to train sales- 
men ‘'on the run,"’ in short meetings, what can 
you do to give the men some practical answers 
to the bread-and-butter sales problems they 
run into every business day of the year? 


By the staff of 
PORTER HENRY & CO. INC. 


Devote one meeting to getting 
the salesmen’s ideas on future meet 
ings. What topics would they like to 
discus what information do they 
want? Set specific dates for the re 


quested top d appoint committees 


to report 


’ Let salesmen—or teams of sales 


men—take turns running meetings, 
picking their own topics and con 
ducting the 1 tings any way they 


( hoose 


aA Sale ontest 


s under way 
man who irrently in the 


lead run a meeting 

ay the written-topic method of 
reported by .. > 
rawtford in the July 6, 1956 issue 


ALES MErTINGS 


running a meeting 


pa detailed 


ibmit to the 
eal or invented in 

rrospect decides to buy 

titor. Let the group dis 
might have been 


ons on a blackboard 


rraph a case history. Dis 


tribute it one week, telling the men 
meeting prepared 
to tell how they'd handle the problem 


involved The men vote tor the “Col 
P 


to come to the next 


rec? A 
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In his article 
Training Ideas," (Sales Management, 
February |!5) Tom Kelmet told how 
he has successfully used the role- 
playing technique in his 25-minute 
meetings. Then he confessed he was 
running out of meeting ideas. His 
salesmen, he 
handling customer resistances man- 
aging their time, closing, and pros- 
pecting. 

He wound up with a plea for some 
suggestions from others who have 
had to make do with a fast and in- 
formal type of training as opposed 
to the elaborate "program" kind of 
operation that is practical only for a 
large company. 

Here are 49 ideas. Since Kelmet's 
problem is so common, no telling 
where one or more of them might be 
picked up and used with profit. 


"Wanted: More 


says, are weak in 


/ Run a 
gram. Announce that at the next 
meeting the three or four top-ranking 


Stump the | Xperts’ pro 


salesmen will serve as a panel of ex 
perts. Other salesmen should come 
prepared to fire questions at them. 


8. Divide the group in half for a 
question-answering contest conducted 
like an old-fashioned spelling bee. 


9, Divide the group in half—fire 
questions at them. If a man answers 
correctly, he gets to draw a card from 
a deck. 
chance. As soon as five men each have 
five cards, they compare hands. ‘The 


If he misses, he passes up his 


highest poker hand wins. 


10. Read selections from SALES 
MANAGEMENT which describe su 
cessful sales methods, and ask the 
group how the idea could be applied 
to their selling 


11. Ask the men to recall, between 
now and the next meeting, any speech 
they ever heard or article they ever 
read by a sales expert. ‘They should 
be prepared to describe one point 
from it, tell how it applies to their 
selling, and tell what success they’ve 
ever met in using it. 


12. What have the men heard on 
the road lately? Has the competition 


any new products or any new selling 
methods? Discuss how these develop 
ments might affect their own selling. 
13. Equip a different salesman each 
week with a pocket-size, battery-op- 
erated recorder. Have him record sev 
eral actual sales calls. Play these re 
cordings at a meeting, and have the 
group discuss the man’s technique. 


14. Bring in an expert from an 
other wing of the company—a pro 
duction manager, or credit manager, 
or advertising man. The salesmen 
have been alerted he'll appear, and 
have come with questions to fire at 
him. 


15. Bring in an outside consultant 
or lecturer, a sales specialist who 
knows the answer to a specific selling 
problem. 

16. Rent slidefilms or movies from 
a commercial sales training agency. 
After the showing, discuss how the 
ideas in the film can be adapted to 
their selling. 

17. Distribute a pamphlet, article 
reprint, or other sales training litera 
ture at the meeting. Ask the men to 
study it and come prepared to discuss 
it at the next meeting. 


18. Buy a series of syndicated sales 


SALES MANAGEMENT 


THE SHOCKING TRUTH: Cancer kills more children 


from 3 to 15 years of age than any other disease. 


Help hurry the day when all our children 


will be free from man’s cruelest enemy. Your 
donation—large or small—can help save a youngster’ s 


life. Perhaps even one of your own. 


AMERICAN CANCER SOCIETY 


CENTLEMEN: | want to help conquer Cancer 
(] Please send me free information about Cancer 


(1) Enclosed is my contribution of $ to 
the Cancer Crusade 


ADDRESS 


cry ZONE STATE 


mMaiL TO: Cancer, c/o your town's Postmaster 


BILLBOARD 
SELLING 
POWER! 


IT’S FLAT 


® Pencils, 
caps and 
printing inks 
in many at- 
tractive color 
combinations 


@ Stag Slencil 
revolutionary 
mechanical pen- 
cil with extra @ Choice of 
Pocket or Pad 
Clip 


large area 
for your 
message 
© Advertising mes- 
sage printed in one 
or two colors... or 
embossed in 24K gold 

keeps your name 


Actual 
Size 


permanently in the spot- 
light 
@ An official request on busi 


ness letterhead will bring sample 
promptly. No Jobbers Please 


Sleneil 


500 Salem St., Orange, Mass., U.S.A. 


* Population is up 72% 


RIVERSIDE COUNTY, CALIFORNIA 
your most profitable ‘946-1956 

market per dollar 
invested in the West 


10,000,000 lines 
of retail 


advertising 56 


see the man from 


RIVERSIDE 
PRESS and 
ENTERPRISE 


Represented nationally by Doyle and Howley, los Angeles, 
Sen Francisco, New York, Chicago, Boston, Minneapolis 
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bulletins. Distribute them weekly, 
with discussions scheduled for the fol- 
lowing week. 

19. Bring in actual customers. Have 
them tell why they bought—or even 
more important, didn’t buy—and let 
the men question them. 

20. Open a meeting by saying, 
“Men, next ‘Tuesday when you wake 
up the streets are a solid mass of ice. 
‘There’s no driving at all. How do 
you operate? What can you do to 
make sales during the day?” 


Meeting on handling resistance: 

21. Give each man blank 3x5” 
cards. Ask them to list, on separate 
cards, all the buying resistances they 
encounter. Collect the cards and (be 
tween meetings) make a composite 
list of resistances in the order of fre 
quency of mention. 


22. At subsequent meetings, write 
one resistance on the blackboard and 
let the group “brainstorm” answers 
to it—that is, take 10 minutes or so 
to toss out rapid-fire suggestions with 
no attempt to evaluate or limit the 
ideas. Have one man jot down all 
suggestions. During the last half of 
the meeting, discuss and evaluate the 
ideas, working out the two or three 
best ways of handling the resistance. 


23. After working out answers to 
all resistances, write each objection on 
a card. Shuffle the cards and give 
them to one salesman who will be the 
“prospect.” As another salesman gives 
a sales presentation to him, the pros- 
pect throws in objections in whatever 
order the cards turn up. The sales 
man will see how rapidly he can 
handle it and get back to his presen- 
tation. 


4. ‘Take each of the resistances, 
and see if the men can work out a 
way of converting it into a closing 


opportunity, 


25. ‘The best way to overcome re 
sistance is to sell the prospect on the 
benefits. Have the group list, using 
the blackboard, all possible benefits 
to the prospect. Discuss the best way 
of putting across each benefit. 

6. ‘Lake each of the benefits listed 
at the previous meeting and ask the 
group il they can work out some way 
of dramatizing it. 

27. If price-cutting is a problem in 
this business, have the group work 
out all pra tical answers to the ques 
tion, “What should you do before 
cutting price?” ‘The list might be 
printed on pocket-size cards and given 
to all the salesmen. 

8. Open a meeting by saying, 

You're having trouble meeting re 


sistance in such-and-such a way? 
Okay, suppose you worked for our 
competitor. What could you say about 
his product that would put you in a 
better position?” 

29. Say: “Suppose peoples’ incomes 
dropped considerably. How could you 
make your story more convincing— 
make the product more attractive— 
so you'd overcome the added resis- 
tance and maintain your present level 
of sales?” The sales tips gathered 
during that meeting, if applied now, 
will mean increased sales during the 
present economy. 

30. Spend one day a week making 
calls with a different salesman each 
week, At subsequent meetings de- 
scribe, and let the group discuss, any 
effective techniques used by the sales- 
man. 

31. Let one salesman outline fully 
a sale he lost. Discuss what might 
have been done to overcome resistance 
and make the sale. 


Managing the salesmen's time: 

32. Have men keep careful track 
for a week of how they’re spending 
their time. At a subsequent meeting 
discuss ways of eliminating the non- 
selling time. 

33. Take the salesmen’s time analy- 
sis and prepare a composite breakdown 
of an average week on a big card or 
poster. Let the men discuss ideal 
hourly breakdowns (Example: eight 
hours travel per week, rather than 
the 13 they now spend) and ways of 
achieving them. 

34. Take average salesman’s week- 
ly income, find the dollars-and-cents 
value of his actual selling time. If 
a productive hour is worth, say, $10 
devote further discussion to how the 
men can put more selling hours into 
the week. 


Closing sales: 

35. Ask the salesmen what the 
company can do in the way of adver- 
tising, promotion and direct mail to 
help them make more sales. 

36. If the salesmen could have the 
company spend some money to help 
them put across one part of the story, 
what part would they choose? Dis- 
cuss ways to put across that part. 

37. List all the closing methods that 
are now being used. The group de- 
cides which are more effective. 

38. Select four or five of the best 
closing techniques. In a role-playing 
session, the salesman tries to get in 
four or five trial closes, using a dif- 
ferent technique each time. 


39, Ask what sales tools the men 
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are using to help close sales. Discuss SOLVE YOUR 


ways of using each selling tool more 


effectively as a closing device. Pp k i P bl 
pong Metter nad se ackaging rropiems 


Ask the salesmen, ‘“‘What proof 


materials should the company try to : LERMER 
collect for you ?”’ i) 
41. What point in the sales story 


is the most frequent obstacle to clos- + ie... ’ X PLASTIC 
ing sales? What sales tool could * ae. 

overcome that? Let’s develop one 3 he “Wik CONTAINERS! 
right now, during this meeting, for . ™ , 

that purpose, 


Prospecting methods: 


42. In a group discussion, list all 
prospecting methods that are now be- 
ing used; select those that appear to 
be best. Assign one method per week; 
in any given week, all salesmen will 
concentrate on one method and report 
their experiences. 


E. R. Squibb & Sons desired a LERMER Containers are: 
container which would dis @ shatterproof, assuring long 
pense just one capsule at a we 


@ 75% lighter than glass, ef 
time. LERMER engineers fecting enormous savings 


developed such a dispenser Ban meee. vaseeall 

i ' available clear or opaque 

Bring carbons of sales corre- in- record time... at a price pectenin caer er congue 
spondence to the meeting. Discuss far lower than thought colors 


! : @can be handsomely deco 
paragraphs or whole letters, getting possible ind aad aenked Gonna 


, : ianufacture to carry your 
the men’s ideas on how to put more Write for complete catalog a ee ees 


sell into letters from now on. 


, 538 SOUTH AVE 
44. What type of customer gives LERMER PLASTICS, INC. carwooo.» 1 


»< \ a? <S 
you most of your sales volume? Ask REPRESENTATIVES IN THESE CITIES: Rochester, Philadelphia 
the men, © If this ty pe of customer Memphis, Miami, Cincinnati, Columbus, Cleveland, Chicago, Detroit 
ti 1 
were completely eliminated, how Minneapolis, San Francisco, Los Angeles 


would you develop new customers to PIONEERS AND SPECIALISTS IN PLASTIC CONTAINERS 
take up the slack ?” 


45. Announ e that next week we'll 


hay ea meeting on the most effec tive ED ts 2 FJ AY Ce } Z Eh fa 
letters each man has written in the i ay Et )ay & = 
past year. Each man should bring 

carbons and be prepared to discuss 


vhy his letter was effective Leading 


46. If Salesman J. is an expert on TUFIDE Users 
one prospecting method, ask him to et 
ud General 
prepare and conduct a meeting on it ry sales need, and buds Electric Co. 
47. At home, each man jots down to fit every No matte r what you he 
vs ’g a TUFIDE Old Fitzgerald 
his version of an ideal telephone con se Al. there sé { é 
; le to orde r ior 


versation. During the meeting, the case mat Choose from 


Aluminum 
Corporation 
of America 


onversations are read to the group. 4 your needs 


ered 
’ es-e nginé , 
loom leads a disc ussion, noting on the H I tees * tyles and 81zes 
. es, 8 - 
blackboard the cream of each conver ep or we will custom Coca-Cola 


sation. At the end of the meeting design cases for your 
the gems are synthesized into a one specific needs. At — 

gage, office supply ° 

48. Each salesman goes back over departme nt stores 

his sales for a month, recalling where 
he got the leads. List the sources, 
with the total number of leads de 
veloped by Cac h, and disc uss U hy CCT 


best conversation. 


OKS Like Leather. -- FEELS Like Leather. -- 
- OUTWEARS Leather 5 te Bees 


ally 

ncondition 

tain methods are most productive. ouaranteed 6 Years! hi Conditioning 
49, After all prospecting methods Training Corp. 


have been discussed at previous meet 


ings, rate them. ‘Through group dis : - Stektco Dept. A-40 


ission, decide that every salesman 1401 Jackson Bivd., Chicago 7, Ill 
will spend five hours per week USINE Please send more facts on TUFIDE, and 
method No. 1... two hours using @ FREE ’Sales Tips’ booklet 
method No. 2 : hour each New booklet 


one Name 


on 
for methods three, four, five and six Selling tips Company 
or whatever time breakdown is addees 
logical under the circumstances 


City J Zone. 
The End a 
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A Distributor Writes... 


A Letter to a Marketing Manager 


Dear VI Sales Director 


You have a problem! I am responsible for the distri 
bution of your products to the retailer. | am your whole 
aler’s sales manager. | am your problem, the weak link 
n your chain of distribution. I am the lunker-head who 
apparently turns a deaf ear to all of your exhortations 
(in the face of facts) to get on the ball, strike while the 
iron is hot, and get my share of your colossal market. 
What's wrong with me, anyway? Don’t I want to make 
noney ? u-r-e I d-o. You just don’t know me. I want 


ou to know me better because you're my problem! 


Pausing for a moment to count ulcers, | would assume 
that your sales volume reflects a fair (but not enough for 
top Management ) hare of the available market, that you 
ire fully aware of your relative position in your various 


erritori (some up, some down), and that you are 


nodestl proud of your (not quite pertect) sales organ 


zation. | would also assume that you have already recog 
nized me as the necessary evil in your otherwise har 
monious distribution picture | would like to assume that 
you are itally interested in strengthening my position in 


relation to our product In thi | believe | might be 


of some a 


Although your product 1 exceedingly important to you 
ind very desirable to me, it represents only about 1% to 
30% of my total inventory. | promote an annual push on 
our product but consistent, concentrated effort at the 
expense of other lines would soon close my doors. Yet 
ou nudged me recently with some comparative fhygures 
which indicated that | am not produc ing a volume in line 
with my potential. Something needs to be done about 


that. A better understanding of my position might help 


After 20 years of selling as a manufacturers’ repre 
entative and several years of studying for my present 
occupation I find myself in a position which requires the 
patience of Job the wisdom of Solomon, the diplomacy ol 
John loster Dulles and the miserliness ot Jack Benny 
Narrowing profits and rising costs are exacting their toll 
from the wholesaler. ‘The mortality rate is alarming. In 
my first year as a sales manager 1 cannot point to any 
above-average volume increase. But, by reducing over 
head, eliminating dead stocks and saving paper clips, we 
have begun to show a profit. Sales flow, necessarily, had 


to reflect favorably across the board, 


Its effect on your product mirrored my reaction to your 
product a weighed by many considerations. Did I as 
sume distribution by choice or necessity? Was the market 
preestablished or did I do the pioneering ? Is an equitable 


margin of profit maintained and do I realize a fair return 


on my investment? Is the profit proportionate to the 


shelf space it occupies ¢ Is ita repeat item or a one-shot 
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sale? Are you financially stable? Is your obsolesence policy 
adequate? Is your representative intelligent, informed 


? 


and mature: 


Many other considerations are weighed in the balance. 
However, that last question is of prime importance to 
me. Your salesman represents everything your factory 
stands for. He, by his appearance, words and attitudes, 
reflects your policies. ‘To me, he is your factory! 


Again assuming (I’m pretty good at this) that you 
have not succumbed to the historical practice of obtaining 
more concentrated effort by increasing the size, and de- 
creasing the quality of your sales force, I will take it 
for granted that you have developed to a plateau of promi- 
nence. Your product is finished, your distribution ade- 
quate, your national advertising has created acceptance, 
the streamliner is ready to roll when, upon examination, 
you find that one car has a flat wheel. The sign on that 
car says “WHOLESALER.” Why is it always this particular 
car that has all of the flat wheels? Your program was 
perfect, or was it? Manufacturing produced it, your 
sales organization moved it and the public wants it. There 
it sits on the wholesaler’s shelf. What's the bottleneck ? 
Why doesn’t it move? 


‘The bottleneck is a lack of education at the level of 
the wholesaler salesman! S-u-r-e I k-n-o-w. It’s my job 
to pull the cork. Well, partly. Did you ever try to edu- 
cate a group of salesmen to a point where they could 
produce consistently and in aggregate on a hundred to 
a thousand lines? Motivation? Yes! Customer service? 
Yes! Education? No! That is your job...and...a 
job in which I think you have failed miserably! 


Hold your protests! I am thoroughly familiar with 
your problems too. Remember, | was with one of you for 
many years. One of the best! | know that good men are 
hard to find, that sales expenses are high. I’ve used your 
fip-over charts, your elaborate portfolios and your ding 
ding slide films. | know that you even buy films on basic 
salesmanship for your representatives to use in the field. 
| know that you hire missionary men to supplement the 
wholesaler’s salesmen's efforts. You've spent a barrel of 
money and it has, in some cases, produced results. But, 
are they proportionate to the cost? I say No. You are not 
teaching the wholesaler’s salesmen to sell your products 


to the retailer. 


Your flip-over charts are just as effective as your sales- 
men can interpret them enthusiastically (90% lousy). 
Your portfolios usually are pointed toward consumer 
promotion and advertising (we see it in the magazines). 


Your ding-ding machines just don’t produce action. 


What solution do I suggest? I suggest that you revise 
your entire concept of selling! 
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Just as it is possible for any of us to leaf through a 
stack of orders and paint a mental picture of that sales- 
man’s activities, so it is possible to listen to your salesman 
and develop a fairly accurate knowledge of your sales 
program. Some of you hire personalities, some hire work- 
horses. Some of you believe that time is of the essence 
and hire route men, some teach the theory of consistency 
(sometimes the worm doesn’t turn). Many of your sales 
men are well schooled in product knowledge and lack co 
herent expression, some parrot your phrases without en 
thusiasm 


It is time that you, the manufacturer, begin to realize 
that my salesmen are (in most instances) intelligent, well 
rounded personalities who sell many diversified items to 
all classes of trade. They’re not nincompoops! If they are 
to learn the story of your product, it must come from 


the lips of a good teacher. We need sales service! 


When your salesman calls, I don’t care to discuss the 
weather (I always have time for the salesman who keeps 
me informed about his product). My buyer doesn’t need 
a stock checker (he always welcomes advice on new items 
and obsolesence). My store manager appreciates catalog 
corrections more than coffee and my salesmen are too 
busy to train missionary men (they'll sell your product 
if they understand its function, its sales advantages and 
its market potential ). 


I believe that the trend you have set in motion toward 
larger sales organizations has deteriorated your sales 
quality materially. We are not impressed by numbers. We 
are impressed and we profit by the obviously infrequent 
but outstanding sales lessons to which we are exposed 
by some of our more progressive suppliers. Such occasions 
always produc 4 subsequent praise and, best of all, produc e 


volume results for the lines represented. 


I am aware of the fact that very few of you have realis 
tic basic training programs for your salesmen, let alone 


ours. ‘loo many times we are contacted by neat appearing 


Never Ending Problems 


“Our phase of the automotive 
industry is relatively unknown,” 
says the author, R. M. Pore, sales 
manager of Terry Automotive in 
Dallas. “The general public is 
aware of the segment that manu model. New 
factures and selis automobiles but 
very few recognize that the Auto 
motive Replacement Industry is of 
multi-billion dollar proportions and 
distributes the parts, equipment, 
and tools necessary to service the brand. 
60-odd million vehicles in use to- 
day. Our customers are the many 
independent garages, car, truck 
and tractor dealers, fleets, and 
service stations who rely on us to 
supply them with parts and equip 
ment for every make and model in 


approximately a ten year spread. 
Complexity lies in the fact that we 
must determine just which parts, 
on which Cars, 
run for the life of the car) on every 


obsolescence depletion are never 
ending problems. 

“We carry about 300 name-brand 
products and from a few to thou 
sands of items or 


“| practice continuous sales train 
ing, spend at least one day a week 
with my salesmen in the territory, 
and believe in the quotation ‘The 
sale begins with the seller.’ This 
profession fascinates me, and | try 
to make the most of it.” 


alert young gentlemen whose entire indoctrination con 
sisted of a fast shot through the factory, a trip around 
the territory and a pat on the back. They are told to study 
your catalog, read your competitor's catalog and hit the 


road, 


Little does such a salesman realize (do you?) that his 
competition is not the other manufacturer of similar 
products. Rather, his real competition is the manufacturer 
of dissimilar products which we stock. Each and every 
time my salesmen are motivated to greater efforts on 
one of our other lines, he necessarily sacrifices some on 
yours. Every time another manufacturer produc es a sales 
man ot! exceptional teaching qualities, my salesmen re 


spond, to your detriment. 


Therefore, Mr. Sales Director, | believe that I will 
no longer be your bottleneck and you will no longer be 
my problem when you find a way to teach my salesmen 
the basic sales features of your product. If you cannot 
find sales teachers of the necessary caliber, there are other 


ways and methods being used with comparative success. 


You could, with the aid of experts, develop a sound 
movie covering the manufacture and marketing of your 
product. Pretest the continuity with actual sales and 
recheck it for authenticity (salesmen abhor fakes). Point 
up various sales situations. Show actual salesmanship in 
action on your product... and . don’t omit the rough 
spots. Put these films in the hands of your salesmen and 
leave them there long enough to allow a refresher course 
My salesmen want to sell more of your product, that’s 
the way they make money. You can help yourself by 


helping them. 


If this diatribe has insulted your intelligence, | apolo 
gize. If it has needled you, | am pleased. If it motivates 
you to do something about a sorry situation, I'll see that 


you get more of our business. 


Very truly yours 


R. M. Pore, Sales Manager 


wear out (or 


build-up and 


sizes in each 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Allen Manufacturing Co. . 

Malvern J 
W. LD. Horner to v-p, sales; Ells 
worth (grant to p, manuta 


turing 


Allied Chemical & Dye Corp. ... 

Henry W. DeVore to director of 
Plaskon plastics, resins sales for Bar 
rett [Division 


Mather to president ; 


American Hardware Corp.... > 

Robert EF. Keane to advertising 
manager of Corbin Hose Clamp, Cor- 
bin Wood Products Divisions. 


Bell & Gossett Co.... 
W. A. Boone to v-p in charge of 
sales; A. B. Meeg to sales manager. 


Bristol-Myers Products Division .. . 
John H. Tyner to brand advertis- 
ing manager. 


Colgate-Palmolive Co. ... 
William ‘IT. Miller to v-p, newly 


Why 

small business 
is 

growing big 

in 

Georgia 


One good reason: your dollars at 
The C&S work hard, as constructive 
loans, to build Southern business 
firms into bigger firms... 

bigger customers for you. 

Example: last year The C&S put 
$22,600,000 to work 

in monthly-repayment 

loans to finance small business. 


The Citizens & Southern National Bank 


Broad & Marietta Sts. 
Atlanta 2, Georgia 
Georgia's Largest Bank 


Cs) Capital Funds over $33,000,000 


Member FDIC 
NEW YORK SERVICE OFFICE 
500 Fifth Ave., New York 36, N.Y. 


eras PER-FARM-INCOME 
“% nearly DOUBLE 
the National al “Average! 


Just one of many facts that make the 46-county, 
billion-dollar Siouxland area and her selling cen- 
ter, Sioux City, an ideal market for your products 
.. Sell the Siouxland Market through Sioux City’s 
newspapers. Write for free market brochure. 


Che Sivux City Journal 
JOURNAL.-TRIBUNE 


RESENTEO NATIONALLY BY JANN & KELLEY, IX 


created household products division. 


Columbus Coated Fabrics Corp. . 
Duane G. Abram to director, ad- 

vertising, sales promotion; Robert FE. 

Mallory to sales promotion manager. 


Crawford Door Co.... 
William L. Hughes to sales man- 
ager. 


Eastman Kodak Co. ... 

Graham C. Mees to president, John 
C. Hecker to v-p, general manager 
of distillation products industries di- 
vision. 


Falstaff Brewing Corp... . 
Karl K. Vollmar, v-p, director ot 
marketing, elected director. 


Faultless Rubber Co... 
William E. Hagerling to advertis- 
ing, sales promotion manager. 


General Electric... 

L. H. Drayton to advertising, sales 
promotion manager, Weathertron De- 
partment. 


General Foods Corp. . 

Thomas S. Thompson to advertis 
ing, merchandising manager, Max- 
well House Division. 


Kleen-Stik Products, Inc. . . 
Leonard Milke to advertising man- 
ager. 


Libby-Owens-Ford Glass Co. 
C. Edward Johnson to product 
sales manager for Vitrolux. 


Radiant Heat & Cooling Corp. .. 


Erwin H. Klaus to v-p, marketing. 


Revlon, Inc... . 

Joseph E. Cassidy to sales man- 
ager, wholesale department; Harry J. 
Doyle to sales manager, retail sales 
department. 


Tait Manufacturing Co... . 

Brand Laseter to sales manager for 
Rapidayton, Commander Divisions; 
James F. Pease to sales manager, 
Taitco Division. 


Vance Publishing Corp. ... 

Arthur A. Hood to chairman of 
the editorial board, American Lum- 
herman and Building Products Mer- 
chandiser. 


Yale & Towne Manufacturing Co. ... 

Robert L. Brown to sales manager, 
gasoline, LP Gas powered trucks; 
Charles E. Howard to sales manager, 
electric powered trucks, truck attach- 
ments. 
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"Got A Load On Your Mind? | Haven't’’ 


() 


Nothing gives employees a more luxurious, satisfied 
feeling than that of financial security. And nothing is 
easier for them to achieve when you provide the con- 


venience of automatic Payroll Savings Plan. 


EVERYBODY BENEFITS 


Security breeds confidence —and confidence stimulates 
job interest and results in steadier people who are far 
more efficient in their work. Receiving those crisp Bonds 
at regular intervals along with their paycheck is an 
added inducement for employees to stay on the job. 

Moreover, when you install the Payroll Savings Plan 


in your company, you promote not only the security of 


°0.SOGLO 


your personnel but the security of your company and 
your country. Over forty million Americans have over 
10 billion dollars invested in United States Savings 


Bonds—a backlog of purchasing power for the futute. 


EASY TO INSTALL 


If your company does not now have a Payroll Savings 
Plan, or if employee participation is less than 50%, a 
letter to: Savings Bonds Division, U.S. Treasury De 
partment, Washington, D. C. will bring prompt assist 
ance from your State Director, He will provide applica 


tion cards, promotional material, and as much personal 


help as you need. 


The United States Government does not pay for this advertising. The Treasury Department 


thanks, for their patriotic donation, the Advertising Council and 
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KEYS TO 


HUMAN RELATIONS 


IN SELLING 
A NEW COLOR SOUND-SLIDEFILM KIT BY 


HEADQUARTERS FOR SALES TRAINING FILMS 


This kit of five full-color sound-slide 
films will help any salesman acquire 
and use good human relations prac 
tices that will unlock doors to more 
sales. |t's flexible, up to date, and 
suitable for all lines of business 


THE FIVE BASIC KEYS 


EMPATHY-how to create the atmos. 
phere favorable to closing the sale 


RECOGNITION-——how to make the 
buyer like you and want to do busi- 
ness with you 


CONSIDERATION-—how to get the 
buyer to hear and consider what you 
tell him 


COMMUNICATION--how to make 
sure he understands and believes 
what you say 


SECURITY-—how to get action 


Send for FREE 1957 Film Catalog 


DARTNEL 


4660 RAVENSWOOD AVE. 
CHICAGO 40, ILL. 


FOR SALE 


25,000 PROSPECTS 


for Less than 
Ae perName — **#enaliney l 


CHICAGO AND ILLINOIS ; 
MANUFACTURERS 


Located and Classified 
Accurately for You 


No other directories 
like these to help 
sales managers, sales 
men and for direct 
mail. The Sectionalized Market Selector 
locates prospects geographically 

by counties in Illinois. . then lists, 
classifies and cross-references them. Gives 
vital details of every company, such 
as number of employees, officers, depart 
ment heads, and products by SIC numbers 
Tells everything for effective sales ap 
verified. 
Your money couldn't buy a better invest 
ment for sales and profits, Mail coupon 


proach, Latest information 


for brochure 


Send facts on Sectionalized Market Selectors to 
Name 

Address 

City and State 


DONOHUE DIRECTORIES, INC. 


Suite 1433 14 East Jackson Bivd 
Chicago 4, Illinois 
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How Do You Build "Want-to" 


Attitudes in Salesmen? 


(continued from page 3!) 


proaches through well conducted sales 
Situation group meetings. 

How well do you know the keys 
that motivate each of your individual 
salesmen ? 

‘To tailor training effectively for 
individuals, more and more sales man 
agers are turning to some of the tests 
available to determine abilities, inter 
ests, and behavior inclinations. ‘They 
have proved helpful in bringing out 
areas in which individuals need de 
velopment and also aid in giving the 
right kind of supervision to each man. 

Although it takes time to analyze 
and provide each salesman with the 
background, skills, and experience 
training he needs, it is a most re 
liable way to develop in him the feel 
ing of competence you want him to 
have 

Confidence. Now \et’s turn to the 
econd factor the feeling of confi 
dence. It has many facets that are cut 
and polished more by communications 
than by formal training. 

Salesmen do a good job when they 
have confidence in themselves, in their 
superiors, in others with whom they 
work, in the value of their products 
or services, and in their company. 
‘Training to ¢ ompetence helps to build 
self-confidence in a salesman’s ability 
to do a job of selling, and often adds 
to confidence in security. Confidence 
in you and others is created by the 
communications of what you and your 
alesmen do and say. Confidence in 
the importance to customers of what 
your salesmen have to sell, and con 
fidence in the company, depend a lot 
on tavorable information and experi 


Tell Them Why 


Salesmen want to know why. ‘They 
want to know: (1) Why what they 
have to sell is or is not better than 
that of competitors; (2) why com 
pany polic ies that affect sales and 
compensation are as they are; (3) 
why some other salesman seems to get 
more opportunities; (4) why a cus 
tomer delivery date wasn’t met; (5) 
why this and why that. 

Confidence rises when they get 
reasonable answers before they have 
to ask direct questions. 

Sincerity is the basis of confidence. 
When the salesman knows you have 
a sincere interest in giving him the 
answers to his questions and in help 
ing him to do a better job, make more 


money, grow, and even help him to 
take care of personal or family situ- 
ations, he reacts with confidence and 
enthusiasm, and wants to do big 
things. 

Participation. What does the third 
factor—a feeling of participation 
have to do with selling? The feeling 
of belonging in a business organiza- 
tion is just aS important to an indi- 
vidual as it is in connection with his 
family, church, community, and _ so- 
cial organizations. It is a field of- 
ten neglected unintentionally because 
communications are not set up to 
foster it. 

You can help to instill a feeling of 
participation among your salesmen by 
informing them not only about the 
things they need to know, but about 
the things they would like to know, 
and are interested in. When some- 
thing has happened or will happen 
in the organization or company, such 
as a change in product or prices or 
an official appointment, it helps to 
build a feeling of participation when 
everyone is informed and participates 
in the news at the same time. This 
is particularly true in the case of 
sales plans and objectives that can be 
affected by individual sales efforts. 


Listen to Them 


Your salesmen also have ideas 
which they are anxious to tell you 
about if they feel you will really listen 
to them and take action where pos- 
sible. Since they are closest to your 
customers, they have a great wealth 
of information which your company 
can utilize to great advantage. They 
may have ideas about new product 
designs, about certain sales techniques, 
about how to measure a_prospect’s 
sales potential. Both the company and 
the salesmen gain from such partici- 
pation. 

Progress. Last, but by no means 
least, is the fourth factor—a feeling 
of progress. Everyone likes to feel 
that he is getting somewhere in his 
job, bettering his position and oppor- 
tunities as well as his earnings. Every- 
one likes a pat on the back when he 
achieves something he thinks is im- 
portant. It may be comparatively 
small to others, but it is big to him. 
Salesmen not only like but expect 
praise, recognition, and attention. It 
feeds their ‘“‘want-to” attitude and 
prompts them to do more and better. 

Periodic review of each salesman’s 
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performance in a personal interview 
is an effective way of bringing out 
progress factors when they exist. If 
they don’t, it is a time to correct the 
situation through training or com- 
munications methods. 

The progress of his salesmen is an 
important concern of the sales man- 
ager who faces the task of increasing 
his sales volume. 

Analysis. In many companies where 
it is a rather big job to analyze sales 
activities, market potentials, economic 
changes, personnel requirements, and 
individual needs for training and 
communications, executives often turn 
to outside help to get it done quickly 
and effectively. Others who are ex- 
pected to do it themselves may wel 
come suggestions on how to go about 
it. 

There is a whale of a difference 
between facts and assumptions or in- 
ferences. Sound analysis is based on 
facts. You will need the best infor- 
mation you can get—frequently only 
obtained by hard ‘“digging’’—about 
every factor that affects sales. In this 
way you can determine the areas for 
training and communication. 

In your company changes in poli 
cies, products, services, distribution 
methods, production capacity, sales 
goals must be studied. There will be 
changes in buying policies among cus 
tomers, movement of customers and 
prospects in and out of your terri 
tories, and possible changes in eco 
nomic conditions in various terri- 
tories. Is it good or bad, and how 


applications or uses of what you sell 
can you present to customers or pros- 
pects? Are your plans for advertising 
and sales promotion geared to the 
over-all plans of your company in 
timing and special sales efforts? 

In your industry what are the 
trends in products and sales? What 
are your competitors going to do to 
get more sales? How can you com- 
bat competition? Do you have well 
laid pipelines to learn promptly what 
is going on or what is going to 
happen in your business ? 


Keep Them Informed 


Sales planning is based on analysis 
and evaluation of such information, 
plus action that will turn knowledge 
into sales. ‘Too often an inadequate 
system of communications uninten 
tionally keeps salesmen in the dark 
about facts that would help them to 
sell. Don’t let this happen to your 
salesmen. 

New information that will open 
new sales opportunities immediately 
should be brought out as soon as pos 
sible in sales meetings or bulletins. 
Other phases can be developed grad 
ually. 

When it comes to individual train 
ing needs for competence and _ atti 
tudes, an effective way to find out is 
by asking questions and inviting frank 
answers. L/se your salesmen to design 
your training program. Because of the 
personal nature of many such ques 
tions, the querying can be done best 


organization written answers to a 
questionnaire may serve as a Starting 
point to suit training or communica 
tions to needs. 

You know your own salesmen and 
can phrase questions to bring out 
frank answers that will indicate real 
attitudes as well as needs for com 
petence and confidence training, if 
that’s what you want. If you have 
any reservations about the answers 
you might get, don’t get into it. But 
honesty of expression is essential to 
a firm foundation of good human re 
lations and the only way to learn 
what people really think 

In the box on page 30 are 14 tested 
questions that you can put to indi 
vidual salesmen to build your tra ning 
on what your salesmen want to and 
should know. 

When you get the answers to these 
or similar questions, you can make an 
analysis to determine how your train 
ing and communications should be re 
vised to meet your current need \ 
few questions can be answered di 
rectly. The answers to other questions 
can serve as a basis for developing 
formal training, sales meetings, sales 
bulletins, improved supervision to 
meet the needs of your salesmen. ‘Ihe 
training method can vary. But what 
should be kept uppermost in mind is 
the importance of developing the 
‘want-to” attitude in your salesmen 
This can be done by fostering and 
maintaining their feelings of compe 
tence, confidence, participation, and 


progress 
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INDUSTRIAL SHIPMENTS tapered off in March as consumer goods producers. Inventories continued to rise, 


caution spread to auto, appliance and 
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other durable but will probably taper off a bit in coming months. 
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— NEW ... LOW COST — 
DRYETTE 
HOSIERY DRYER 


FOR MILADY'S UNMENTIONABLES 


JUST WHAT WOMEN NEED AND WANT 
A irresistible 
Premium that 
influences 
women to buy 
your products 


Brings them 

into your store 

for a supply of ray 
these beautifu handy, ' | 

FLORAI DESIGN 

DRYETTHI to use a6 DRY HANGER 
for Hose, Gloves, Hankies and UNMEN 
TIONABLES Made of soft, gentle 
POLYKTHYLENE, Can't snag, run of 
catch the sheerest fabri In exquisite 
Venetian tint lors, Ample space on back 
for imprint. [deal package, coupon give 
away premiut (ost 18 low, results assured 

M Write, phone or wire 


Only $37.50 per 
roe ample on request 

4333 N. Pulaski 
H. MEINHARDT CO. Chicago 41, ti. 
Premium Headquarters 
Phone—JUniper 68-3813 


SALES MANAGEMENT 
Successful experience as Salesman, Sales 
Training Manager, and Administrator. 
Mechanically inclined, major interests in 
problems and people, University gradu 
ate, 32, large family. Will re-locate and 
travel, foreign or domestic. Box 3345. 


“pears oq pjnoo Auru se ann; 
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LET’S LOOK AT THE BRIGHTER SIDE 


Many thousands of Ameri- 
cans are cured of cancer 
every year. More and more 
people are going to their 
doctors in time...To learn 
how to head off cancer, call 
the American Cancer Society 
or write to “Cancer” in care 
of your local Post Office. 


American Cancer Society ® 
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SALES GAINS AND LOSSES 


Safety Industries, Inc., led the 70 companies recording sales gains of 10% and 
over in the periods indicated in the list below. This firm reported a 124% gain, 
with the next two closest, Philadelphia & Reading Co. and American Bosch 
Arma Corp., chalking up a 66% gain each. Largest number of sales-gain com- 
panies showed up in the 10%-25% column—41, Twenty-two recorded gains of 
from 26%-50%. Also in the 51%-75% category: Pittsburgh Forgings, 60%; Bar 


ium Steel, 59%; 


Harsco Corp., 


56% ; 


American Tobacco reported a loss. 


Key—f is for fiscal year. 


Company Period 
ALCO Products, Inc yr 
Allis (Louis) Co yr. 
Amer. Bosch Arma Corp yr 
Amer. Hard Rubber Co yr. 
Amer. Hospital Supply yr 
Amer. Laundry Machinery yr 


Amer. Machine and Foundry yr. 
Amer. Machine & Metals yr. 
Amer. Metal Products Co yr. 
Amer. Optical Co yr. 


Am.Radiator&Stand.Sanitary yr. 


Amer, Smelting and Refining yr. 
Amer. Snuff Co yr. 
Amer. Sugar Refining Co yr. 
Amer. Tobacco Co, yr. 
Baldwin-Lima-Hamilton yr. 
Barium Steel Co yr 


Beck (A. S.) Shoe Corp yr. 
Beech-Nut Life Savers, Inc. yr 


Bestwall Gypsum Co yr 
Bickford's, Inc yr 
Bird & Son, Inc yr 
Blaw-Knox Co yr 
Bliss (E. W.) Co yr 
Boeing Airplane Co yr 
Bohn Aluminum & Brass yr 
Borg-Warner Corp yr 
Burnham Corp yr 


Campbell Taggart Asso. Baks. yr 
Ceco Steel Products Corp. yr 
Celanese Corp. of Amer yr 
Century Electric Co yr. 
Century Food Mkts. Co 
Champlin Oil & Refining yr 
Chance Vought Aircraft, Inc. yr 


Chilton Co yr 
City Products Corp yr 
Clark Controller Co yr. 
Clevite Corp yr 
Cluett, Peabody & Co., Inc. yr 


Cons!. Electrodynamics Corp. yr 
Container Corp. of Amer yr 
Continental Oil Co yr 
Cook Coffee Co yr 
Corning Glass Works yr 
Cream of Wheat Corp yr 
Crown Zellerbach Corp yr 
Curtiss-Wright Corp yr 
Cutter Laboratories yr 
Decca Records, Inc yr 
Dennison Mfg. Co yr 
du Pont (E. 1.) de Nemours yr 
Ecko Products Co yr 


Eastern Stainless Steel Corp. yr 
Electric Storage Battery Co yr 


Elliott Co yr 
Emhart Mfg. Co yr 
Evans Products Co yr 


FairchildCameradinstrument yr 
Federal-Mogul-BowerBearings yr 
Federal Paper Board Co yr. 
Fibreboard Paper Products yr 


Firth Carpet Co yr 
Firth Sterling, Inc yr 
Flintkete Co yr. 
Florence Stove Co yr. 
Gardner-Dencer Co yr 
General Cable Corp yr 
Gen. Precision Eqgpt. Corp. yr 
General Time Corp. yr 


Great Northern Paper Co yr 
Green (A. P.) Fire Brick Co. = yr. 


1 


— 


1956 


170.3 
39.6 
122.2 
26.5 
54.4 
32.9 
198.0 
39.5 
65.1 
75.6 
522.3 
592.9 
18.3 
338.0 


,082.5 


195.2 
119.5 


Blaw-Knox, 53%; 


Company Period 
Green (H L.) Co, Inc yr. 
Grinnell Corp yr 
Harsco Corp. yr. 
Hart Schaffner & Marx 1 yr. 
Huyck (F. C.) & Sons yr. 
industrial Rayon Co yr 
Interlaken tron Corp yr 
Internat. Nickel Co. of Can. yr 
Internat. Paper Co. yr 
Internat. Silver Co yr 
Intertype Corp yr 


1-T-E Circuit Breaker Co yr 


Kaiser Steel Corp. yr 
Kaiser Alum. & Chem. Corp. yr 


Kayser (Julius) & Co 9 mo 
Kendall Co yr. 
Knapp-Monarch Co yr 


Lipton (Thomas J.), Inc yr 
Lorillard (P.) Co yr 
Ludlow Mfg. & Sales Co yr 


Mansfield Tire & Rubber yr 
Minn. Mining and Mfg. Co. yr 
Molybdenum Corp. of Amer. yr 
Moore-Handley Hardware Co. yr 


Motorola, Inc. yr 
Mt. Vernon Mills, Inc yr 
Natco Corp yr 
National Can Corp yr 


National Cash Register Co. yr 
National Cylinder Gas Co yr 
Nat. Malleable & Steel Cstgs. yr 


Neptune Meter Co yr 
New Britain Machine Tool yr 
Newberry (J. J.) Co yr 
Okonite Co yr 
Olin Mathieson Chem. Corp. yr 
Oxford Paper Co yr 
Pabst Brewing Co yr 
Pendleton Tool Indsts yr 


Penick & Ford, Ltd., Inc yr 
Peoples Drug Stores, Inc. yr 


Perfect Circle Corp yr 
Pfizer (Chas.) & Co., Inc. yr 
Phelps Dodge Corp yr 
Philadelphia & Reading Co. yr 
Pittsburgh Forgings Co yr 
Pittsburgh Plate Glass Co. yr 
Rexall Drug Co yr 
Ruberoid Co yr 
Safety Industries, Inc yr 
Sheller Mfg. Corp yr 
Silex Co yr 
Snap-on Tools Corp yr 
Standard Oil Co. (ind.) yr 
Standard Screw Co yr 
Stecher-Traung Lithograph yr 
Sun Chemical Corp yr 
Timken Roller Bearing Co. yr 
Trane Co yr 
Udylite Corp yr 
United Aircraft Corp yr 


Union Bag-Camp Paper Corp. yr 
United Biscuit Co. of Amer. yr 
United Carbon Co yr 


Warner-Lambert Pharm yr. 
Wayne Pump Co. lyr.f 
Westinghouse Air Brake Co. yr 


1956 


112.5 
189.0 


76.2 
79.7 
20.4 


Firth Sterling, 52%. 
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Advertising Corporation of America... 104 

Air Express . 1008 
Agency Robert w Orr & Assoc ‘ates Inc 
Ailied Van Lines, inc. Te rnaes 23 
Agency: McCann-Erickson, Inc 

American Airlines ° 65 
Agency: Lennen & Newell, Inc 

American Artisan : 20 
Agency: McLain & Assoc ate Advertising 

American Weekly ° 10-11 
Agency: Grant Advertising, Inc 

Architectural Record ... .. 76-77 

Aviation Week ... rere 24-25 
Agency: Gaynor, Colman, Prentis & 

Varley, Inc 

Belnap & Thompson, Inc. 61 
Agency: Frank C. Jacobi Advertising 

Better Homes & Gardens oe 47 
Agency: J. Walter Thompson Company 

Booth Michigan Newspapers ‘ 55 
Agency: Fred M. Randall Company 

Buffalo Courier Express 72 


Agency: Baldwin, Bowers & Strachan, Inc 


Chicago Tribune ... 4th Cover 
Agency: Foote Cone & Belding 

Citizen & Southern Bank .. > 126 
Agency: Burke, Dowling Adams, Inc 

Clarin Manufacturing Company . ° 72 
Agency: Robert Christopher Agency, Inc 

Container Corporation of America 48 
Agency: N. W. Ayer & Son, Inc 

Dallas Morning News ‘ 97 
Agency: Randall Perry Advertising 

Dartnell Corporation . . 128 
Agency: Arthur C Barnett Advertising 

Detroit Free Press ...... . 1 
Agency: Powell Gayek, Inc 

Detroit News seenenees 63 
Agency: W. B Doner 

Dirilyte Company of America, Inc. ..... %6 
Agency: Poorman, Butler & Associates, Inc 

Display Sales vemed commen 90 
Agency: Baer, Kemble & Spicer, Inc 

Mutual Don Lee Broadcasting er 17 
Agency: R. W. Webster Advertising 

Donohue Directories, Inc. ° . 128 
Agency: Fred H. Ebersold, inc 

Dow Chemical Company .. 66-67 


Agency: MacManus, John & Adams, Inc 


Farm Journal . 102-103 
Agency: Lewis & Gilman, Inc 

PED 6.6 0.000 o6-0'2 btee s0dde0-s 116 
Agency: Lowe Runkle ‘Company 

First 3 Markets ‘ oeeees 37 
Agency: Anderson & Cairns, Inc 

Florist Telegraph Delivery Association 83 
Agency: Grant Advertising, Inc 

Gardner Displays , , 100A 
Ag. acy: Vic Maitiand & Associates, Inc 

Green Bay Press-Gazette . ere , 12 
Agency: M & M Advertising, Inc 

Greensboro News-Record ° 106 
Agency: Hanry J. Kaufman & Associates 

Grit Publishing Company eens » VF 
Agency: Gray & Rogers 

Gulf Publishing Company . 104 
Agency: Brennan-McGary, Robinson, Inc 

Jam Handy Organization -.+«e.2nd Cover 
Agency: Campbell-Ewald Company 

The Schuyler Hopper Company : ; 79 

Hospitals, Journal of American Hospitel 

Association .. ve 21 

Agency: Bernard J Hahn 

indianapolis Stor & News 39 
Agency: Caldwell, Larkin & Sidener 

Van Riper, Inc 

industrial Distribution .... 62 
Agency: Royal & DeGuzman 

Industrial Publishing Company ao 
Agency: Dix & Eaton Advertising 

Kensas City Stor .... piers ‘ 85 
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ADVERTISERS’ INDEX 


This Index is provided as an additional service 
The publisher does not assume any liability for 
errors or omissions 


Giles Monagemend, 


ADVERTISING SALES 


DIRECTOR OF SALES 
John W. Hartman 


SALES PROMOTION MANAGER 
Philip L. Patterson 


Asst. to Sales Director 
Caroline Cioffi 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 


Patricia Simon 


DIVISION SALES 
MANAGERS 


New York—Randy Brown, Jr., East- 
ern Sales Manager; W. E, Dunsby, 
Wm. McClenaghan, Charles J. Still- 
man, Jr., John C. Jones, Elliot Hague, 
Howard Terry, Robert B. Hicks, 386 
Fourth Ave., New York 16, N. Y. 
LExington 2-1760. 


Chicago—C. E. Lovejoy, Jr., West- 
ern Advertising Director; W. J. Car- 
michael, Western Sales Manager; 
Thomas S. Turner, John W. Pearce, 
333 N. Michigan Ave., Chicago |, 
lll, STate 2-1266; Office Mar., Vera 
Lindberg. 


Pacific Coast—Warwick S. Carpen- 
ter, 15 East de la Guerra, Santa Bar- 
bara, Calif., WOodland 2-3612. 


Ledies Home Journal . ; ; 3 
Agency: Doherty Clifford Steers & 
henfield, Inc 


Lafeyette Journal & Courier os 4 
Agency: Denman & Baker, Inc 

Lermer Plastics, Inc. . wee Ve 
Agency: Keyes, Martin & Company 

Louisville Courier Journal & Times 115 


Agency: Zimmer McClaskey Advertising 


McClotchy Newspapers . 51 
Agency: J. Walter Thompson Company 
McCleary Clinic .... , 86 


Agency: Potts, Woodbury, Inc 


McGraw-Hill Publishing Company 92-93 
Agency: Fuller & Smith & Ross, Inc 

Major Photo Company 96 
Agency: The Schram Company 

Marvellum Company . s We 


Agency: Gibney & Barreca Advertising 


H. Meinhardt C BOY scevecccces 130 
Agency: Louis Block Advertising 

Miami Herald ........ 71 
Agency: Bishopric Green b Fi elden Inc 

Mill & Factory ; 69 
Agency: The Schuyler Hopper Company 

Milwaukee Journal ...... eeves 5 


Agency: Kiau-Van Pietersom-Dunlap 
Associates, Inc 
Minnesota Mining & epertaning 
Saupe (Therme-fax) ... 53 
Agency: Ruthrauff & Ryan, Inc 


Moline Dispatch 60 
Agency: Clem T. Hanson Company 

Motion Picture Advertising 86, 114 
Agency: Walker Saussey Advertising, | 


National Blank Book WI 
Agency: Sutherland-Abbott Advertising 
now Equipment Digest 73 
Agency: Beaumont, Heller & Sperling, In 
New York Times 91 
Agency: Sussman & Sugar 
Newsweek 26-27 


Agency: Bryan Houston, Inc 


Oklahoman & Times 4) 
Agency: Lowe Runkle Company 

Penton Publishing Company 118-119 
Agency: Beaumont, Heller & Sperling, Inc 

Perrygrat Corporation 52 
Agency: Reincke, Meyer & Finn, Inc 

Philadelphia Bulletin : 4 
Agency: N. W. Ayer Son, Inc 

Philadelphia Inquirer 14 
Agency: Al Pau! Lefton Company 

Pittsburgh Post-Gazette 82 
Agency: Dubin & Feldman, Inc 

Polaroid Corporation 109 
Agency: Doyle, Dane, Bernbach, |n 

Presentation Designers .. 114 


Agency: David Singer, Advertising 


Riverside Press & Enterprise 122 
Agency: C. B. Juneau, Inc 

Rock Island Argus 60 
Agency Clem Hanson Company 


St. Paul Dispetch-Pioneer Press 68 
Agency: Ephraim Holmgren Advertising 

Seles Management ° 56-57, 121 

er Diego Union & Tribune 108 

Agency: Barnes Chase Company 

Seattle Times 22 
Agency: Cole & Weber, Inc 

Sheraton Hotels 75 
Agency: Batten, Barton, Durstine & 

Osborn, Inc 

Sioux City Journal & Tribune 126 

The Slencil Company 122 

Slick Airways, Inc 86 
Agency: Harry W. Graff, In 

Seuth Bend Tribune 64 
Agency: Lamport, Fox, Prell & Dolk, Inc 

Speciality Salesman Magazine 2 
Agency: Torkel Gundel Advertising 

Stein Brothers 123 
Agency: The Phil Gordon Agency, Inc 

Sweet's Catalog Service 98-99 
Agency: Fred Wittner Advertising 

Syracuse Newspopers 107 


Agency: Wm. T. Lane Company 


Thomas og Company ? 
Agency udson, Advertising 

Time Magazine ° Ird Cover 
Agency: Young & Rubicam. Inc 

Toledo Biade & Times 8) 
Agency: Blaco Advertising Agency 

Trey Record Newspapers 43 

United Airlines 9, 113 
Agency: N. W. Ayer & Son, Inc 

U. S. News & World Report 18-19 
Agency: MacManus, John & Adams 

WET (Charlotte) 28, 74, 130 
Agency: Kincade & Chandiee 

WHO-Am (Des Moines) a 
Agency: Doe-Anderson Advertising Agency 

“es (Detroit) 59 

Agency: Campbell Ewald Company 
“ Street Journal! . .» 44-45 
Agency: Martin K. Speckter Associates 

Waliaces’' Farmer & lowe Homesteod 80 
Agency: Olmsted & Foley 

Weekly Newspoper Representatives 4 
Agency: St. Georges & Keyes, Inc 

Worcester Telegram & Gazette 74 


Agency: C. Jerry Spaulding, Inc 
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THE SCRATCH PAD 


By T. Harry Thompson 


pring | rocuses and forsythia, of 
ce, but it is also advertisements 

eed, lawn-furniture, awn 
paint, and other appurtenances 


lankind’s favorite season 
- 


iTeST: Medical stu 
dents know Comparative Anat 


om 
. 


More than paper-clips slipped 
through the slot of GM’s suggestion 
box last year The giant corporation 
paid out more than $3 million for em 


ploye idea 


V AtriOouUs 


sent me 


veteran organizations have 
at least three ball-point pens 


imprinted with my name. ‘They know 


darned well ll send them a_ buck 
rather than rn a pen, But 


how man in one citizen use?’ 


Clean & Clear: 


ace-\ alue 


: logan lor Re lon 
Sold ol if ! 
. 


W het thre 


exe e¢-taxers the 


nheritance-taxers, the 
ippraisers, and the 
lawyer pet through with settling an 
estate a beneficiary doesn't have a 
legac o Stand on 


| inish on straight 
the Matson new VWariposa 
should attra al butterflies 


While in that department, post 
masters are glad the original name of 
America third city was shortened 
fron il Pueblo de Nuestra Sefiora 
Angeles de Porc 
Angeles 


la Reina de Los 


uncul; to Lo 


Lee ledmiston Man 
ansville Keller-Crescent 


ndustrial advertising in 


( ) ay 


spires non-lazy headlines perhaps more 


than onsumer-copy He proves it 
with proots of International Steel: 
“Prudential 


fact as well as name’ 


Building lntrance, in 
‘These 
doors put the heat on heating-costs”’ 
“Only doors that round-out your 
year-round air-conditioning!” 
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Writes Jerry Delano, of Denver's 
Delano Studios: “Dear Harry: The 
following hit me as true: Who will 
deny that good salesmanship often 
depends on whichcraft?” 


gardener’s truck in De 
troit: “See us for every blooming 
thing.’ 


e 
“Merrill Lynch Adds Partners.’ 
Headline. Not to the firm-name 


please! 


I liked the headline Time put on 
an item about the resignation of Dave 
Garroway’s guest-star, J. Fred 
“Goodbye, Mr. Chimp.” 

. 


Incidentally, on Wide, Wide World 


(the comma is mine), Dave said 


Muggs: 


“Texas” is from the Spanish “tejas,’ 
meaning “friendly.”” My dictionary 
says meaning “‘tiles”’ those terra 
cotta things on roofs. 


A ‘Texas quarter-horse, I presume, 
is one that chews on two bits. 
. 


| nominate a cumbersome word for 
“Knowledgeable.” 
e 


the cannery: 


The delinquent who reverses a pait 
ot street-signs to contuse strangers 
has a grandfather who used to cross 
the reins on a team of horses to con 
fuse the driver. 


Sloganeering is an art 


Good advertising slogans are 


dashed off like a note to the 


milkman. Nor are they created to order under pressure ota deadline. 


Rather, they are born after varying periods of mental gestation. Birth 


may come on a bus or train; in bed at four in the morning; or while 


you re in the shower 


Good advertising slogans, that is... 


slogans 


by cal 


. terse lines that have the ring ot 


an indefinable sort of thing professional phrase-makers play 


For my money, the all-time high in advertising slogans was: “Say 


it with flowers 


Four simple words. A command to do something 


reasonable in time of joy or sorrow, as the case may be. 


Chat slogan was so successful, at least six men admitted having created 


it. We do know that Ray Rubicam authored Steinway’s “Instrument of 


the immortals.’ 


Again, four words. And alliteration to boot. 


Away back there, Bon Ami cleanser showed a baby chick and the 


slogan: “Hasn't scratched yet!” Atlantic Motor Oils admitted that they 


“Keep upkee p down.” 


From where I sit, phrases like those 


are slogans not just themes 


or headlines. I decide these things by some inner chemistry. There are 


no rules nor touchstones that I know of. 


But the true slogan 1s worth the birth pains. It says SO much so fast. 


And it has an amazing quality of being written on the mind in 


indelible ink. 


SALES MANAGEMENT 


THE TIME READER*..as seen by 
Sd 


ai! 


ALUMNUS 


CONNOISSEUR 


LEADER 


SPORTSMAN 


circulation 


Ke TIME offers the biggest concentrated audience of best customer 


st customers 
and influential people in the United States today. Nevertheless 
2,100,000 


McKie exaggerates. Not all TIME readers have their faces carved 


in mountains 


Why do men wash 
the dishes in Chicago? 


ry , ; ; 
Bvery time Papa Casey passed out the cigars, it 
was to announce another blessed he-vent 


First there was Abner, then Baldwin, 
then Caspar. Then Zeke. (He was the last. 
Last to get chicken pox, hand-me-downs and dates. 
But first to get pressed into service over the Casey 
family dishpan. 


Small wonder that Zeke grew up with a first-hand 
knowledge of household chores and a burning desire 
to stay out of the dishwater 


Years passed. Zeke became Major-Domo of Galley 
Slave Inc., manufacturers of automatic dishwashers 


Galley Slave had been steering a steady, up-and- 
coming course, but Zeke didn’t want to rest on his 
oars. So when Joe, the able-bodied salesman from 
the Chicago Tribune, hove into view, Zeke signaled 
him to come across 


‘*Howdy, Joe,’’ boomed Zeke, ‘“‘what do you 
know? About dishwashers in Chicago, that is?’’ 


And it just so happened that Joe knew quite a lot 
: According to a Tribune 
survey, only 2.6%, of the 
Chicago market owns 
dishwashers. But 77' 
of these appliances are 
owned by families earning over $7,000 a year — 20%; 
by the households in the $4,000-$7,000 income 
bracket, and the remaining 3°% by families earnjng 
less than $4,000. 


“IT weep for all those underprivileged males still 
washing dishes in Chicago!’’ moaned Zeke. ‘“The 
only reason why any man ever does the dishes is 


because he can’t think of or afford a way to get out 
of it! Don’t those Chicago men know that the best 
way to get out of washing dishes is to buy the little 
woman a Galley Slave?”’ 


‘Evidently not,’’ sobbed Joe. “But that’s one rea- 
son why Chicago is such a fertile field for dish- 
washer advertising. Lots 
of hot dishwasher pros 
pects earning over $7,000 
a year in the Chicago = 
area haven’t as yet -. 

thrown in the dish towel 

171,926 to be exact). But the market definitely 
needs a lot of cultivating. When asked which one 
of nine appliances they wanted next, only 5°; of the 
respondents in the Tribune’s appliance survey men- 
tioned a dishwasher. And 36.3%; of this group had 
no brand preference.” 


“Well, well,’’ welled Zeke, “‘I’ll not only have to sell 
the convenience and desirability of dishwashers, 
but also the specific advantages of owning a Galley 
Slave. But first I’ve got to find the ad medium that 
reaches the most Hen-Pecked, Able-to-Buy, Chi- 
cago Male Dishrag Manipulators.”’ 


“I don’t have readership figures on that group,” 
replied Joe dejectedly. “‘But in case you ever want 
to know what newspaper is read by 8 out of 10 
Chicago Husbands Earning Over $7,000 a Year, 
I'll leave you my name and address.”’ 


Now maybe you sell dados or didos instead of dish- 
washers, but this story applies to you, too. Nobody 
knows Chicago like the Tribune. Nothing sells 
Chicago like the Tribune. And Joe’s the guy to 
give the facts to you. 


Chicago Tribune 
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